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Explicit Disclosure in Retail Communication: Impact of Undetermined Social Network Site 
Relationships on Branded Identity 
 
Hannah R. Gnegy 
 
 One of the most impactful technologies to emerge from Web 2.0 developments has been 
the social network site. In traditional models of branded identity, it is assumed that there is a 
distinction made between the retailer and consumer (de Chernatony, 1999; Kapferer, 2008). 
However, social network sites allow for the formation of undetermined relationships in which the 
underlying role of a party may be unknown. 
 As social network sites continue to shape retail practices, a gap in knowledge exists 
regarding how models of branded identity need to be modified to meet the demands of these 
undetermined social network site relationships. Through the exploration of one social network 
site, this research provides the basis for understanding how a traditional branded identity model 
is affected by varying levels of disclosure on the part of both retailer and consumer. 
 Grounded theory provided the methodological framework for a deductive content 
analysis of manifest data (Elo & Kyngas, 2007; Hsieh & Shannon, 2005). Qualitative coding of 
images, videos, and the inclusion of unique comments supplemented the quantitative data. Four 
features from de Chernatony’s (1999) model – brand vision and culture, brand positioning, brand 
personality, and brand reputation – served as the basis for deduction of themes from the retailer 
of study, Gap Inc., corporate literature. Representation of keywords in each theme accounted for 
the modification of deChernatony’s (1999) model. 
 Results suggest that branded identity functions around the feature of relationships on 
social network sites, which allows for multi-directional communication between identity 
functions. Findings also suggest that consumer control on social network sites has created a two-
way communication channel by which the retailer becomes an equal to all members. An 
amended version of de Chernatony’s (1999) model represents the key features and themes 
associated with social network site relationship formation. 
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 Technology is an integral part of human life in the 21
st
 century. The Merriam-
Webster dictionary defines technology as the “practical application of knowledge 
especially in a particular area” (Merriam-Webster’s online dictionary, n.d.). Technology 
does not end with the physical machinery, but extends beyond it, to include mental 
applications. It is within the individual that technology may truly flourish, as 
communication and relationship formation only deepen the level of interaction 
technologies can provide.  
 The goal of this research was to provide evidence for the inclusion of individuals’ 
technologically driven relationships to de Chernatony’s (1999) model of branded identity. 
Through utilization of the Gap Inc. corporate Facebook group, an analysis of 
communication served as the basis for categorizing relationships. The retailer for this 
study was selected based on its recent adoption of social networking practices, which 
positions itself as a user in hopes of crafting deeper relationships with the consumer 
(Rudawksy, 2012). The social network site platform Facebook was chosen due to its 
popularity and communication bridging potential (Baym, 2010; Ellison, Steinfield, & 
Lampe, 2007; Tam, 2013). This site offers the possibility for global connections, which 
can bridge both offline and online settings. 
 The anonymity of identities on Facebook allows for the formation of 
undetermined relationships. Undetermined social network site relationships are those in 
which the retailer and consumer can engage one another without explicit disclosure of 
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their specific roles. In these situations a retail employee could behave as a consumer 
online without the need to disclose a relationship with the retailer and vice versa. The 
guiding question of the research was: What is the role of undetermined Facebook 
relationships on a retailer’s brand identity? This question is framed by de Chernatony’s 
(1999) model that assumes multi-directional communication between characteristics of a 
brand’s identity is the foundation for a holistic view of the product. This undetermined 
relationship was assessed through de Chernatony’s (1999) four measures of identity: 
vision and culture, positioning, personality, and reputation. By examining these four 
identity measures and their connection to undetermined relationships, a view of branded 
identity with the inclusion of social network sites was formulated.  
Background 
 As machines and technology advanced in the mid-1990s, so did web based user 
platforms. The first iteration of the Internet, known as Web 1.0, brought about a page-
centered view in which users were simply consumers of pre-generated content (Cormode 
& Krishnamurthy, 2008; Fuchs et al., 2010). However, in 2005 a change in the way users 
interacted with technology generated a new concept: Web 2.0. For most instances, the 
modern day Internet is viewed as a Web 2.0 platform system.  
 In this configuration of the Internet, users not only are passive consumers but are 
active producers of the content they desire. The user now is able to participate in the 
culture generated by the Internet, if they so wish, but are not commanded to do so 
(Jenkins, Purushotma, Weigel, Clinton, & Robison, 2006). The advent of social network 
sites has broadened the possibilities of user-generated content.  By sending a status 
update to friends, a user can generate new and unique content. It is unlikely there was a 
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computer programmer sitting behind the user, telling him or her what to say. The beauty 
of Web 2.0 is that content is generated from within each individual user. 
 There are still scholars, however, who believe that the web is far from being 
defined. Web 3.0 is an emerging concept of the physical and virtual world as one. In Web 
2.0, content could be generated by users, it was still defined within the confines of a 
program; without the creation of Facebook, nobody would know what a “status update” 
means. However, in Web 3.0, the user moves beyond the role of producer and becomes a 
data modifier (Berners-Lee, Hendler, & Lassila, 2001). The user is now capable of 
personalizing any data, as well as generating new data. In Web 3.0, users will be able to 
add new meaning to any data presented on the web.  Essentially, users will be able to 
intertwine their own understanding and thoughts with the complex machinery of 
technology. In most Web 3.0 scenarios, it seems this iteration of the Internet finally will 
merge offline and online worlds into one; in essence, the user could become the machine. 
 While the idea of Web 3.0 may be equally intriguing and fear-inducing, the 
physical technology behind Web 3.0 is far from developed. Society currently functions at 
a Web 2.0 level, where the user is able to produce his or her own content as well as 
consume data from others. Since Web 2.0 is currently what consumers are utilizing, 
retailers must come to terms with the technology behind this version of the Internet, both 
physical and mental models. Research has found that 51% of consumers are more likely 
to shop in a retail store if they like its Facebook page; profits per individual are estimated 
to increase by 117% if that consumer is part of a retailer’s Facebook fan base (Social 
media and the fashion retailers – Infographic, 2012). However, while most large 
companies carry a brand Facebook group, very few sell directly through that page 
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(Kucera, 2013). Retailers profit benefits are only increased via social network sites if they 
make the connection necessary to draw in consumers. It is the formation of relationships 
and communicating with the consumer that draw them closer to the retailer on a social 
network site and ultimately affects profits. If retailers are to benefit from Web 2.0 
technologies, including social network sites, they need to understand how user generated 
content can further business. The careful balancing of communications with consumers, 
recognizing the anonymity of social network sites, and crafting relationships across 
traditional spatial boundaries are integral ways that retailers can connect with their  
Web 2.0 consumers.  
Social network sites defined. One of the most impactful technologies to emerge from 
Web 2.0 has been the social network site. In order to understand the nature of branded 
identity on undetermined social network relationships, it is important first to have an 
understanding of the prevalence of social network sites on communication as a whole. 
Social network sites are web-based services that allow a “user” to construct a profile 
within the bounded system, articulate a list of other users with whom they share digital 
connections, and to interact with a list of connections between themselves and fellow 
users (boyd & Ellison, 2007). Social network sites are a web of connection through which 
users may move past traditional boundaries of communication. 
 Throughout this research, the term “social network site” is used to describe any 
site that meets the three criteria as set forth by boyd and Ellison (2007). It is important to 
note the distinction between a social network and social networking. The phrase social 
networking defines an action; it is the practice of expanding connections through other 
individuals (Rouse, 2006). A social network site is the platform, or space, on which social 
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networking may occur. By using a social network site to define relationships that are 
occurring within that platform, a connection is made between the space and the action. 
 Social network sites were one of the technologies that saw a tremendous 
emergence in the early 21
st
 century (boyd & Ellison, 2007). In May 2013, 72% of online 
adults utilized social network sites; additionally, 28% of mobile users admit to logging 
into a social network site from their mobile device at least once a day (Brenner, 2013). 
From February 2005 to May 2013, social network site use by adults ages 18-29 went 
from 9% to an astonishing 89% (Brenner, 2013).  Facebook, created by Mark Zuckerberg 
in February 2004, is one of the most popular social networking site, with usage rates 
upwards of 90% for certain demographics (Steinfield, Ellison, & Lampe, 2008). As of 
September 2013, Facebook was registering 727 million daily active users and 1.19 billion 
monthly active users (Key Facts, 2013). At the heart of Facebook is a device not only of 
communication between personal friends, but also as a means of broadcasting concepts to 
the world. This ideology is best noted in Facebook’s own mission statement, which states 
Facebook is available: 
 
 To give people the power to share and make the world more open and connected.  
 People  use Facebook to stay connected with friends and family, to discover 
what’s going on in the world, and to share and express what matters to them. 
 (Key Facts, 2013)  
 
 The creation of Facebook was fueled by a need for human connection; a need that 
expands beyond traditional geographic boundaries (Baym, 2010). Users now can connect 
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on levels similar to that of face-to-face communication on a global scale. Facebook, as 
well as other social network sites, have opened the door for a new type of digital 
communication. 
Retailer social network site use. Facebook is a platform of human connection, allowing 
the individual to form bonds that were nearly impossible to create decades ago. 
Additionally, social network sites are open channels; virtually anyone with a valid e-mail 
address may create an account on these sites. This open communication has broadened 
Facebook beyond its original intent to a place where anyone or even anything may 
connect with others across the world.  
 For decades retailers utilized integrated marketing communication approaches to 
combine traditional forms of marketing into a single holistic approach (Mangold & 
Faulds, 2009; Nowak & Phelps, 1994). The focus was placed on communication with the 
consumer and the prospects of a brand over time (Schultz, Tannenbaum, & Lauterborn, 
1993). The emergence of social network sites allows for new channels of communication, 
channels that are vastly different from traditional retailer and consumer interactions. 
Consumers are given control over the information they wish to receive and are able to 
tailor these items to even more specific needs. Social network sites provide anonymity to 
the consumer and the retailer. Disclosure is a personal matter on these sites, and the 
individual user dictates the level of disclosure. Thus, the identity of a brand no longer can 
be described by a relationship between the consumer and the retailer, as the definition 
between the two is blurred.  
 
 




 The use of grounded theory provides a basis for finding meaning within a unique 
phenomenon. As Krippendorff (2013) suggests, a content analysis is one method of 
grounded theory by which the researcher may analyze textual matter and its symbolic 
nature. The categorizing and coding of raw data — from a set of carefully deduced 
criteria within a conceptual approach — allows the researcher to extend an existing 
theory. This extension is grounded through the meaning of text and messages, with the 
theory being extended by the emerging data. The use of de Chernatony’s (1999) model 
provides the background for the formulation of criteria, from which a deductive, manifest 
conceptual content analysis will take place. 
Purpose and Objectives 
 Communication is a basis of relationship formation. This research explored a 
category of undetermined relationships, which are established between a retailer and the 
consumer via a Facebook group. In this sense, while the retailer may seem clearly defined 
by a brand name or the consumer by a username, the integration of parties who do not 
disclose their relationship also will be assessed.  
 Four identity measures, as described in de Chernatony’s (1999) model, served as a 
means of assessing these undetermined relationships. The interaction of each of the 
measures, including brand vision and culture, positioning, personality, and reputation, 
provided the grounding evidence of an undetermined category of relationships formed via 
social network sites.  
 Through the analysis of data within each of these four measures, the exploration 
of an undetermined relationship category was met by a number of objectives including: 
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(a) explore communication at a retailer, consumer, and undetermined level in each of the 
four identity measure categories, (b) examine the prevalence of undetermined 
communication in the formation of relationships on a retailer’s Facebook group, and  
(c) investigate the connection between undetermined relationships and communication in 
regard to measures of branded identity. Data analysis was facilitated by the utilization of 
grounded theory and content analysis in order for the quantitative data to inform 
qualitative discussion of undetermined social network relationships.  
Scope and Significance of Study 
 Technologies of the 21
st
 century, including social network sites, have been 
adopted by society at astonishing rates. As technologies change, so do the ways in which 
consumers communicate their needs. A brand identity must resonate with the consumer 
and show an emotional connection to their lives (Aaker & Joachimsthaler, 2000; 
Gilbreath, 2010). If brands are to continue to form connections with their consumers, they 
must meet their needs continually, which includes integrating technology into the brand.  
 By exploring the undetermined relationships formed on a social network site, with 
the inclusion of retailer and consumer interaction, this research provided a restructured 
view of branded identity that integrates social networking into the branding model. This 
integration of social network site usage provides the consumer with a new, unique way to 
communicate his or her needs, while also providing the retailer with a new avenue to 
develop relationships with their consumers. In the following chapters, the exploration of 
social network sites influence on brands will be discussed through the historical, cultural, 
and social impact this technology has made and will continue to make on retailer branded 
identities.  






 In the mid-1990s, Web 1.0 focused on a page-centered view of the web; one in 
which users were simply acting as consumers of content put forth by programmers 
(Baym, 2010; Cormode & Krishnamurthy, 2008; Fuchs et al., 2010). However, a shift in 
user impact in the early 2000s prompted the emergence of Web 2.0. O’Reilly (2005) 
defined Web 2.0, as being a platform-centered view of the web in which users become 
producers of content. It was this shift from the user-as-consumer in Web 1.0, to the user-
as-producer in Web 2.0, which prompted the growth of social network sites. Individuals 
now could use the web not only as a tool for thought, but also as a tool for individual 
communication (Fuchs et al., 2010). Web 2.0 has been adopted as a means for users to 
generate content, build relationships, and gain control over their communication 
(Constantinides, Lorenzo-Romero, & Gomez-Boria, 2009).   
Web 2.0 and User Generated Content (UGC) 
    The advent of Web 2.0 brought about a new realm of human communication 
and content, known as user generated content (UGC).  The fundamental understanding of 
UGC views content as being generated by a user and distributed across a Web 2.0 
platform. This consists of three unique requirements: (a) content needs to be published 
either on a public social networking site accessible to a select group of individuals;  
(b) content needs to show creative effort; and (c) content needs to be created unique from 
professional routines and practices (Kaplan & Haenlein, 2010), thereby differentiating 
UGC as a form of unique individualized expression. This new media technology, in the 
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form of social networking sites, provides the user with a participatory culture in which 
they may express themselves and distribute their creations to any interested party 
(Jenkins, Purushotma, Weigel, Clinton, & Robison, 2006; van Dijck, 2009). Regardless 
of intent, even if users are unaware they are creating content and distributing it, such as 
when commenting on a Facebook post, they are in fact releasing unique, identifying 
content that allows them to make their presence known in a culture.  
 The freedom to create unique content has provided the user with a level of control 
over how to utilize Web 2.0 platforms. UGC is the fundamental element of Web 2.0 that 
has guided retailers to adopt social network sites as a new channel for marketing and 
communication. Consumers actively have embraced Web 2.0 as a means to access 
business and product information. A recent study by Eventility (The power of online 
communities for local businesses infographic, 2013) indicated that 97% of consumers 
search for local businesses online, 72% of consumers trusted online reviews, and 59% 
have visited a bricks-and-mortar store only because they found a coupon online. One of 
the most telling statistics from the study found that 78% of small businesses obtain at 
least a quarter of its new customers from social network accounts (Devaney & Stein, 
2013). Over 70% of Fortune 500 companies have a maintained Facebook page, including 
nine of the top ten; 90% of global business executives agree that social networking is 
important both today and in the future (Pick, 2013).      
 Despite retailers’ enthusiasm and success with Web 2.0, they often are 
unwelcomed on social network sites initially. Individual users see these sites as a means 
of personal communication. Retail social networking accounts, however, are perceived as 
being unauthentic and intrusive (Fournier & Avery, 2011). Retailers must embrace the 
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UGC of Web 2.0 as a way to gain access into these consumer communities of 
consumption if they are to maintain control and generate sales (Constantinides et al., 
2009; Kozinets, 1999).    
 By actively listening to the consumer and providing additional incentives for 
participation, some retailers have found a way to connect with the individual on social 
network sites. For example, Macy’s offered fans a unique opportunity to participate in an 
entrepreneurship challenge — with a cash prize of $1 million — via their Facebook page 
(Macy’s million dollar makeover with Clinton Kelly, 2012). Once fans “liked” the Macy’s 
page, they were directed to submit a video, essay, or photos about their professional goals 
for a chance to be featured on the television show “Macy’s Million Dollar Makeover with 
Clinton Kelly.” As fans only were able to enter via Facebook, the retailer generated buzz 
about their business through the use of a worldwide social network competition.  
Coca-Cola used Facebook to ask fans to create new flavors of their product Vitamin 
Water (Rhodes, 2010). Fans worked to choose the flavor, design the packaging, and name 
the product; these interactive measures allowed the consumer to be involved in 
generating their own content. By allowing consumers to interact with products, poll 
consumers for opinions, or offer additional physical incentives, retailers are able to enter 
into the consumer communities on social network sites. 
 Web 2.0 has allowed consumers the chance to create content, which key retailers 
have used to form a connection with their consumers. Nine West, a popular footwear and 
accessories brand, asks customers to snap images of how they wear their products, which 
are uploaded to interactive displays within select stores. Shoppers in the store can see 
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how fellow consumers are utilizing their purchases, noting the engagement between the 
retailer and the consumer (Blakely, 2013).  
 Retailers also have looked to Web 2.0 as a means to tap into consumer creativity. 
Snooth.com, a website selling custom and brand name wines, asked consumers to submit 
pictures showing their Australian pride as a means to promote wine from that nation. 
Consumers were not told what the context of the picture was to be, allowing them to 
submit pictures that were funny, serious, and even illustrated. Consumers then were 
asked to vote for their favorite images via a Facebook page. Even after the contest ended 
fans continued to visit the page to view the photos, which led to traffic increases on the 
Snooth.com webpage (Meiners, 2011).  
 The ability to generate positive interactivity by the consumer allows for UGC to 
be effective in marketing products. Interactivity promotes the presence of a brand and 
works to ensure the consumer that there is a voice behind the retailer (Argo, Dahl, & 
Manchanda, 2005; Childers & Rao, 1992). Web 2.0 allows retailers to partner with 
consumers to add a layer of authenticity to their brand. Consumers have noted that they 
perceive online reviews to be trustworthy, as they often are generated by other consumers 
who have no attachment to the brand (Constantinides et al., 2009; Devaney & Stein, 
2013). Web 2.0 has created a phenomenon in which the consumer and retailer battle for 
control; the latter must learn how to leverage the features of Web 2.0 and UGC 
effectively to derive value for the retailer.   
Web 3.0 and the Semantic Web 
 Just as users are adopting Web 2.0 across the globe, a new generation of web 
technologies is being generated. The hallmark of Web 2.0 – user generated content – has 
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allowed the user to become a producer. However, the accessibility of Web 2.0 has 
allowed users to alter data and create content that is not new, but rather re-interpreted. 
This phenomenon is crafting the emergence of a new Internet, termed Web 3.0 (Hendler, 
2010).  
 The key to Web 3.0 is that of the Semantic web and personalization. Currently, 
the Internet is used as a tool to locate documents rather than information that can be 
manipulated at the data level. The Semantic web allows users to compose new 
information, as well as modify current information with new meanings (Berners-Lee, 
Hendler, & Lassila, 2001). The Internet is evolving from a data-generating tool to data 
modifying. Additionally, the futurists Smart, Cascio and Paffendorf (2007) have 
proposed that Web 3.0 is the first iteration of the Internet that merges the virtual and 
physical world into a “metaverse.” In essence, Web 3.0 is capable of personalization and 
data modification to a point where users no longer need to separate their physical and 
virtual lives. Web 3.0 will function with the use of complex sentences (Strickland, 2008). 
Instead of completing individual searches for a restaurant, a retail store, and the shortest 
driving distances to the two locations, a user could simply ask the complex sentence “I 
want to eat at a local restaurant and go shopping for women’s clothing without having to 
drive far.” The Web 3.0 browser would act as a sort of personal assistant; through 
consulting an internal list of records containing users preferences, the browser would be 
able to recommend suggestions closest to your personal thought patterns (Strickland, 
2008). The two worlds can live in co-habitation, with tasks being completed both online 
and offline simultaneously.  
 




 In consumer marketing, brands provide the characteristics of differentiation 
between products or services; however, there are varying philosophies on what 
constitutes one product as being unique from others. The American Marketing 
Association proposed that a brand is “a name, term, sign, symbol, or design, or a 
combination of them,” which intends to identify a good or service of a seller and to 
differentiate it from competitors (Wood, 2000, p. 664). This focuses on the product’s 
visually tangible characteristics as a means to differentiate it from similar goods. While 
this definition still maintains popularity in contemporary literature about branding 
(Aaker, 1991; Doyle, 1994), it fails to recognize any characteristics beyond tangible 
features as a way to differentiate products. In the world of marketing, products often 
replicate design characteristics of other popular goods, thus it would be difficult to 
differentiate items if they shared tangible similarities.  
 One way to further differentiate goods is through the consumer. Ambler (1992) 
offered the definition of a brand as being one that promises the bundles of attributes that 
someone buys and provides satisfaction to the consumer. These attributes can be tangible 
or intangible, but are nonetheless open to interpretation (Ambler, 1992). They are highly 
subjective and the consumer is left to decide how different products benefit their needs. 
This definition asserts that the brand is created as an image in the consumer’s mind to be 
differentiated by the individual and not by the visual features of a product alone. 
However, it is difficult to identify a central view of a product or target a specific 
audience, when the brand is open to varying interpretations by the consumer. 
EXPLICIT DISCLOSURE IN RETAIL COMMUNICATION                
 
15 
 It is the link between product- and consumer-oriented philosophies that creates 
the holistic view of a brand. Styles and Ambler (1995) proposed that identification 
includes two different philosophical approaches (Wood, 2000). Through a product-plus 
approach — which views the branded concept as the final addition to a product — the 
item itself is developed first and then followed by branding initiatives. Secondly, through 
marketing the brand is linked to the needs and wants of a specific target consumer. 
Individual elements of the product are packaged together to create a holistic view in the 
consumers’ mind; the consumer is able to tailor the brand to his/her needs.  
Brand Image 
 Brands continuously evolve over time. While a brand may retain its core values, 
the associated image can be modified to meet the needs of a consumer (Ghodeswar, 
2008). The image focuses on how it is different from competitors in regard to consumers’ 
perceptions (Harris & de Chernatony, 2001). A brand uses its image to create a holistic 
impression within the mind of the consumer (Burmann, Jost-Benz, & Riley, 2008).  
 The brand image is a customer-centered viewpoint; however, it does not just 
organically grow with the creation of a new product (Gardner & Levy, 1955). To be 
successful, an image must be well planned, executed, maintained, and guarded to drive 
individuality (Knapp, 2000). Brands offer a variety of conceptual images to their 
consumers, each carefully crafted and maintained to remain unique. Park, Jaworski, and 
MacInnis (1986) suggest that this fulfills the functional, symbolic, and experiential needs 
of the consumer. 
 Functional needs cause consumers to seek goods and services for a particular 
purpose, often related to the body (i.e. food, health, clothing, or grooming needs). These 
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needs are met by products with a definite purpose. Symbolic needs are those that cause 
consumers to desire products that fulfill an internal need. These products are not essential 
for survival, but instead are designed to associate a consumer with a desired image. A 
symbolic need is fulfilled by a brand image that promotes the qualities an individual 
desires for his or her own self; often these brands fill a spot within an individual’s ego. 
An experiential need is one that fills a desire for products that provide sensory variety; 
these products provide an experience to the consumer. These needs are internally 
generated, and a brand image must align with an experience in order to identify with the 
consumer. Brand images, therefore, function to differentiate a product from its 
competitors, by focusing on varying needs of the target consumer.   
Brand Identity 
 In the late 1990s, marketing strategies shifted from the image to a more dynamic 
understanding of brand identity (Aaker, 1996; Harris & de Chernatony, 2001; Kapferer, 
1992; Keller, 2003). While image focused primarily on differentiating the brand for the 
consumer, a shift to identity provided retailers with a way to display their values to 
consumers (de Chernatony, 1999). In this sense, the brand now acts as a guarantee of a 
product or service, allowing the consumer to identify value-added rather than simply 
those that are different from one another. Aaker (1996) suggests a brand identity is the 
unique set of associations a product imparts to consumers that positively impacts their 
lives. These identities must resonate with consumers and represent what the retailer will 
do over time, as an identity shows that a retailer is personable and cares about the long-
term benefits to its customers (Aaker & Joachimsthaler, 2000). Consumers make an 
investment in brands to which they feel an emotional connection; a solid identity can 
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personalize that investment (Gilbreath, 2010). A strong identity creates a trusting bond 
between the consumer and retailer, fostering long-term relationships and brand loyalty 
(Burmann et al., 2009).  
Kapferer – Brand Identity Prism 
 The process of identity formation focuses on developing both a product- and 
consumer-centered view of the brand (de Chernatony, 1999). Building on the basic 
understanding of brands, Kapferer (1997) developed a model that presents six key 
elements to form an overall identity: physique, personality, culture, relationship, 
reflection, and self-image. This model suggests that a brand must distinguish each of 
these six elements both within its product and to the consumer in an effort to create a 
cohesive identity (see Figure 1). 
 
Figure 1. Kapferer’s brand identity prism (2008) 
Brand physique. Brand physique focuses on the manifestation of “products, services, 
advertising, packaging, events, and buildings… all pliable and [which] can be deployed 
as a means of communication” (Franzen & Moriarty, 2008, p. 284). This physique forms 
EXPLICIT DISCLOSURE IN RETAIL COMMUNICATION                
 
18 
the physical and service centered appeal of a brand that fulfills a functional, symbolic, or 
experiential need of the consumer (Park et al., 1986). These design and service features 
appeal to the target audience, providing both the physical form of the brand and the 
tangible added value (Kapferer, 2008).  
Brand personality. Brand personality is a character-building trait. It is “the way in 
which it speaks of its products or services” to “show[s] what kind of a person it would be 
if it were human” (Kapferer, 2008, p. 183). The personality puts an imaginary “face” to 
the product; it creates a sense for the consumer that a brand is no longer an inanimate 
concept. Aaker (1997) found that the prevalence of brand personality dimensions varied 
between individuals, suggesting that traits operate in different ways and resonate with 
each consumer in unique ways. Because of the symbolic nature, brand traits are similar to 
those associated with individual personalities. These function to humanize the brand, 
making it enduring and distinct (Aaker, 1997; Keller, 1993).  
Brand culture. Culture refers to a set of values, identified from a product’s inspiration 
(Kapferer, 2008). Brands interpret contemporary culture through the lens of their own 
identity. This provides the historical and political groundings to better understand the 
context of a brand identity (Schroeder & Salzer-Mörling, 2006). The culture serves to 
represent the outward influence of society on the brand (Kapferer, 2008).  
Brand relationship. The relationship shared among consumers affects how the brand 
may act or deliver services (Kapferer, 2008). For example, when a consumer interacts 
with an individual who is intrinsically linked to a product, they associate that personal 
connection to the brand. The brand seemingly takes on the characteristics of a human 
relationship in the mind of the consumer. The consumer is able to interact with the brand 
EXPLICIT DISCLOSURE IN RETAIL COMMUNICATION                
 
19 
as if it was a human, forming a closer interpersonal bond with the product itself 
(Aggarwal, 2004). The item now shares not only personality traits, but reminds the 
consumer of a close personal connection.  
Brand reflection. The reflection of a brand is constructed by the consumer. A product 
may be bound to a secondary identity, solely crafted through consumers’ word of mouth 
(Kapferer, 2008). A consumer does not need to be part of a target audience to purchase an 
item and may even provide information about a product outside its prescribed, marketed 
identity. A brand, therefore, must handle any adverse reflections of its identity to 
maintain control. 
Brand self-image. A brand identity ultimately may function to strengthen the consumers’ 
own internal image. When a consumer promotes a good, he is demonstrating thought and 
self-image thereby stimulating communication with others (Kapferer, 2008). Individuals 
imagine themselves as a mirror into understanding the brand as they begin identifying 
with it. In this sense, individuals not only identify as consumers, but as members of an 
elite group who purchase a specific product.  
           When these six core needs are met, the focus shifts from simply differentiating 
products to creating a holistic view; the identity of a brand becomes the truth behind the 
product which consumers grow to value (Kapferer, 2012). The identity represents a self-
driven authenticity and relevance to the consumer. This process serves to transfer an 
authentic, personable identity to an inanimate product or service and ultimately represents 
the retailer’s vision (Aaker & Joachimsthaler, 2000).  
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Aaker and de Chernatony – Models of Brand Identity 
 Forming a brand identity is an integral component of strategic retailing. Building 
an identity provides a retailer with initiative to further differentiate products within the 
mind of a consumer. Aaker (1996) suggests that a brand begins with eight basic features: 
a name, a logo (or icon), a color scheme, a slogan and messaging, a sound, a position, 
packaging, and an overall experience. These eight building blocks work together to form 
the physical shell of a good. From that shell, associations and representations are defined 
by their relationships (Aaker, 1996). This representation serves to differentiate a product 
from competitors and create loyalty with consumers. Retailers that provide a cohesive 
and relevant brand identity create a preference in the mind of consumers, and in the 
marketplace, further adding value to their product or service (Schmitt & Simonson, 
1997).  
 Aaker (1996) minimized the traits in Kapferer’s model to meet one of four 
distinct perspectives of brand identity: a product, an organization, a person, and a symbol. 
By following Aaker’s model where each element is unique, retailers may employ one or 
all of these perspectives to create a cohesive brand identity. These perspectives combine 
to form the personality that ultimately creates cohesion in the branding process (Aaker, 
1996; Aaker & Joachimsthaler, 2000). Aaker asserts that this marketing strategy is 
capable of differentiating brands through patterns and perspectives but not through 
individual products.  
 A shift in marketing strategy during the 1990s, focused on how brand identity 
could be defined not only values, but by internal stakeholders as well (de Chernatony,  
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1999; Harris & de Chernatony, 2001). It was posited that these internal stakeholders    
employees or managers     can add uniqueness to a product by providing a human element. 
It is this human interaction that was expanded by the user-generated content of Web 2.0.  
 The model de Chernatony suggested (see Figure 2) is an extension of Kapferer’s 
model. In de Chernatony’s model the brand is built through a consumer and stakeholder-
centered interaction. The internal stakeholders, combined with consumers, can greatly 
impact the overall reputation. Identity is formed through multiple characteristics; each 
entity interacts with another to create cohesion between characteristics. For instance, a 
brand that possesses a clear vision but lacks strong relationship characteristics will cause 
disconnect in an overall image. It is when reputation is coupled with a clear identity that 
the brand is able to extend itself within its original vision.  




Figure 2. The gap reduction model of branding (de Chernatony, 1999) 
Integrated Marketing Communication 
 As branding grew popular in the early 1990s, marketing strategies needed to meet 
the demands of emerging retail practices. Marketing, advertising, and communications 
specialists traditionally worked independently to develop campaigns. However, changes 
in media options and the clustering of unique consumer markets challenged the 
conventional marketing mix (Nowak & Phelps, 1994). Companies needed ways to reach 
consumers with a cohesive message; mass merchandising of goods no longer would 
properly serve a unique brand identity. 
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 A team from the American Association of Advertising Agencies was one of the 
first tasked with defining a new form of cohesive integrated marketing. The team came 
up with a definition that focuses on an inside-out view of marketing, one in which the 
client or agency was viewed as the facilitator of communication. This definition viewed 
integration as a means to better plan, develop, and implement techniques that fused 
traditional marketing forms: general advertising, direct marketing, sales promotion, and 
public relations (Schultz, Tannenbaum, & Lauterborn, 1993). This view of integrated 
marketing simply expanded the process of traditional practices.  
 Schultz et al. (1993) offered a view of integrated marketing that focused on the 
consumer, their behaviors, how they come into contact with a brand, and the ways their 
experiences influence purchasing behaviors. This viewpoint led to the definition of 
integrated marketing communications (IMC) as “the process of developing and 
implementing various forms of persuasive communications programs with customers and 
prospects over time” (Schultz et al., 1993, p. 3). The goal of this new form of marketing 
was to consider any contact the consumer has with a product to be integral to their 
reaction of the brand. Thus, it was the job of marketing, advertising, communications, 
public relations, and sales teams to come together and create the cohesive campaign 
necessary to draw consumers to a brand (Mangold & Faulds, 2009; Nowak & Phelps, 
1994; Schultz et al., 1993). 
The Switch to Digital 
In the mid-2000s, the emergence and success of social networking sites caused a 
significant change in the tools and strategies used for IMC and branding. Social network 
sites often are free for users to join and provide instant access to millions of individuals 
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around the world. The transition from traditional to online branding made IMC seem like 
a logical step for retailers (Fourier & Avery, 2011). One of the most integral shifts related 
to digital was the ability of a user to be a consumer as well. Users did not have to travel 
to a bricks-and-mortar store to view products and services as they now could access this 
information quickly online. The user-generated content of Web 2.0 allowed for 
consumers to educate themselves and others about products, brands, services, and 
personalities with the click of a button (Mangold & Faulds, 2009). 
Social Network Sites 
 The hallmark of Web 2.0 was the ability of the user to become a producer. Users 
were able to generate and distribute content on their own without knowledge of computer 
programming skills. From this point users desired a platform to express this content with 
relative ease, that is, a place to share thoughts and ideas    a communication platform. 
 Social network sites are defined by boyd and Ellison (2007) as being web-based 
services which allow an individual to: (1) construct a public or semi-public profile within 
a bounded system, (2) articulate a list of users with whom they share a connection, and 
(3) view and transverse their list of connections and those made by others within the 
system. Social network sites are unique in that they allow the user to combine multiple 
types of communication and to interact with their networked connections. These sites 
allow users to create content and share it with virtually anyone. They expand bonds 
beyond physical communities and extend the possibilities of connection. Social 
networking sites offer an abundance of services to users, including but not limited to: 
micro-blogs, user review sites, video-sharing sites, and social communication sites. This 
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list is non-exhaustive and social network sites extend far beyond the reach of these 
popular sites.  
 While scope is integral to social network sites, it is equally important to 
understand what is meant by the terminology and the differences compared to social 
networking. Hartshorn (2010), from the popular support and advice webpage 
“socialmediatoday,” suggests that social network sites are a medium for transmitting 
information to an audience. These sites are a way to create and distribute the user-
generated content of Web 2.0. Social networking is the act of engaging in 
communication; therefore, groups of individuals interact on a social network site, 
engaging in social networking. It is important to note that social network sites serve as a 
medium for communication, while social networking is the act of communicating 
socially.  
Facebook as a Medium for Mediated Communication 
 The online social network site Facebook was created in 2004. Only two years 
later it had netted over nine million users (Thompson, 2008). As of December 2012, the 
site had registered over 1.06 billion active users per month, logged 1.13 trillion “likes,” 
and had 219 billion photos uploaded (Tam, 2013). With the world population at just over 
7 billion, 1 in every 7 people is logged onto Facebook at any given time (U.S. and World 
Population Clock, 2013).  
 Facebook enables users to craft an identity and presence through mediated 
communication tools. Facebook asks users to create an online profile from demographic 
information, then post status updates that release small narrative pieces of their lives. 
Facebook allows users to upload images or videos of themselves and to “tag” others in 
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these media sources. Users accumulate “friends” who are able to comment on their pages 
and images. Facebook users also can join online groups based around common interests 
or hobbies and are able to create virtual event invitations for physical gatherings. 
Facebook uses metrics, such as the popular “Like,” to gauge the popularity of a given 
cue. These metrics, coupled with the online/offline bridging of communication, makes 
Facebook a rich environment for research into social network via the user. If retailers 
were able to access this population at any time, they would have unfettered access to 
consumers from nearly every target demographic. Facebook is breaking the constraints of 
traditional marketing.  
Challenges of the Digital Age: Revolt Against the Retailer 
 Retailers were not welcomed openly into the communities crafted on social 
network sites, such as Facebook. These sites were created for individual communication, 
not to market products (Fournier & Avery, 2011). These sites command a “social” 
approach to marketing; because they were created for individual users, brands must 
encourage consumer involvement on these social network sites (Weinberg & Pehlivan, 
2011). Retailers quickly adopted strategies to involve consumers, often through 
reviewing products or services. They soon learned that with the consumer gaining 
control, marketing campaigns did not function as before. 
 In January 2012, McDonald’s promoted its brand through a campaign to engage 
consumers on Twitter (Cheddar Berk, 2012). McDonald’s asked fans to post stories about 
their McDonald’s experience using #mcdstories. The company imagined users posting 
stories about their great experience in a store or their favorite item on the menu. Many 
Twitter users, however, began using the hashtag to post stories of horrible customer 
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service or problems with their food. McDonald’s paid for a campaign, not only 
monetarily but also through damage to their reputation, that reflected poorly on their 
brand identity.    
 Retailers often are seen as being inauthentic on social network sites. Connection 
is one of the hallmarks of social network sites; therefore, it is assumed that most of the 
individuals you see on Facebook are real people (Baym, 2010). Retailers are a different 
story. Most retail social network sites are viewed by consumers as being intrusive and out 
of place; consumers believe that brands cannot interject any authentic communication 
(Fournier & Avery, 2011). Wal-Mart entered the social network scene by creating a 
Facebook group “Roommate Style Match” (Havenstein, 2007). The Facebook group 
functioned to help college roommates find each other online and discuss their dorm-room 
purchases; the caveat was that they could only discuss items they bought at Wal-Mart. 
While the retailer thought they were providing a place for individuals to interact and talk, 
showing that they cared about a connection to their consumers, others saw the Facebook 
page in a different way. Protesters began posting negative comments on the site telling 
Wal-Mart that Facebook was not a place to be advertising but rather a place for personal 
communication. The Wal-Mart page seemed inauthentic to users and they quickly 
addressed issues of retailers trying to promote their brands via social network sites. Users 
believe social network sites are made for the individual and value the authenticity of this 
style of communication. Retailers realize they need to adopt the practices of individual 
users to better access their communities. 
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The Brand as Authentic Parody  
 Retailers who identify and accept the possibility of co-creation of meaning via 
social network sites can form a lasting bond with consumers. Constantinides and 
Fountain (2008) proposed that Web 2.0 expands the experience, knowledge, and market 
power of the consumer. These consumers want their social network sites to provide them 
with participation, openness, and community involvement because consumers interact 
with those most similar to them (Kozinets, 1999). Retailers who can prove to consumers 
they share personality traits and characteristics – thereby crafting an authentic identity – 
are the ones who gain acceptance into the individual user communities. Possibly one of 
the most successful social media campaigns to date has been that of the company Old 
Spice. Its campaign began by airing commercials of the “Old Spice Guy,” a manly man 
who promised over-the-top results simply by using their product. These commercials 
were parodies, in which the company poked fun at their traditional forms of masculine 
advertising. Old Spice Guy was prominently featured on their Facebook and Twitter 
pages and the commercials were put up on the Old Spice YouTube account. The 
company continued to place short one-minute videos of the Old Spice Guy on YouTube, 
but did not advertise that they were doing so. They simply let the videos spread by word 
of mouth. In his final video titled “Re: Everyone Old Spice,” the Old Spice Guy bids 
farewell to his followers telling them he has to go “solve Bermuda Triangle mysteries” 
and needs to “ride his jet ski lion into the sunset.” He continues to tell viewers they are 
his deepest and closest friends, and that he will remember this time always. The video 
currently has over 7,000,000 views and the comments are overwhelmingly positive. One 
viewer stated, “If all commercials were like that, I would disable my adblock” (Old 
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Spice, 2010). The campaign gave something to the consumer without ever asking them to 
buy a single product. This company put the consumer first and asked them to play along 
with the parody; the Old Spice Guy was viewed as an authentic individual and not as a 
marketing scheme.  
The Brand as an Individual 
 A brand can seem more authentic and identifiable on social media through less 
theatrical means, such as those used by Gap Inc. in their “real-world” social media 
policies. As Gap began restructuring their brand for the social media marketplace, they 
decided to keep things simple by asking their employees to remember they are talking to 
people in the real world. Through simple policies such as “Play nice: Be respectful and 
considerate, no trolling,” or “There’s really no such thing as ‘delete’: So please, think 
before you post,” Gap created a sense that they were just like any other user (Rudawsky, 
2012). The company simply decided to be themselves and create a social network site 
that was the true core of their brand. The policies Gap put in place were nothing more 
than the social norms that most already adhere to on social network sites. Thus, the Gap 
is positioning itself as no longer just a brand, but an entity that shared norms with other 
users. The company decided that it was easier to let consumers see the brand as being 
real, instead of trying to create an ideal marketing situation.  
Summary 
 The ways in which brands have evolved were examined ranging from an image-
based construct to a centralized identity, including two distinct models of brand identity 
construction. It then was illustrated how social network sites, specifically Facebook, have 
prompted the user to transition into the role of producer of content. Retailers’ utilization 
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of social network sites for their business endeavors, both positively and negatively, also 
was discussed. The relationship between consumer and retailer on social network sites 
blurs the lines of anonymity and how identities may be perceived. This review has 
provided a framework in which the advent of social network sites may influence 
branding, by linking together the ways in which users have transitioned into producers on 
the web, discussing how social network sites function from an individual and corporate 
level, and reviewing how brands are forming their cohesive identities. The next chapter 






















 Branded identity is central to satisfying the needs of a consumer with a product 
(Park et al., 1986). As Kapferer (2008) and de Chernatony (1999) suggested, branded 
identity produces both a brand- and consumer-centered view of a product that creates a 
necessary relevance when choosing specific consumable goods. Integrated marketing 
communications (IMC) provide the physical means by which a brand may be transmitted 
to the consumer. These IMC campaigns serve to generate revenue through direct 
marketing, integrating any consumer contact into branded identity. The emergence of 
Web 2.0 technologies, however, has blurred the boundaries of traditional IMC tactics. A 
branded identity no longer can be defined solely by advertising and marketing agencies; 
there is no cohesive view of a product when the consumer gains control. Social network 
sites have provided a pathway by which the consumer is king. The consumer is able to 
share product reviews by word of mouth like never before; brands are easily construed by 
outside opinions. Individuality and differences between consumers matter on social 
network sites, as explicit disclosures may lead to the formation of relationships which are 
difficult to determine as “retailer” versus “consumer.” Branded identity now functions as 
a product of relationship formation and communication between the consumer and 
retailer, not as the sole view an agency creates for the product.  
 To fill a gap in knowledge that exists regarding the impact of social network sites 
on the construction and management of a brand, this study explored how social network 
sites impact branded identity. This research developed a methodological framework 
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towards the generation of a revised model of branded identity by integrating the impact of 
social network sites on this process. Utilizing grounded theory as the research approach, a 
model of social network branded identity was developed. 
Research Framework 
 Grounded theory may be used in model generation. An explanation of the general 
framework of grounded theory research is presented, followed by an integrated approach 
to model generation. Discussion of a new category of relationship integrated into de 
Chernatony’s (1999) model follows.  
 Grounded theory. The approach of grounded research is to discover or support a 
theory from the data (Glaser & Strauss, 1967). A further definition provided by Strauss 
and Corbin (1990) proposes that grounded theory is “inductively derived from the study 
of the phenomenon it represents” (p. 23). Thilly (1903) defined induction as a process in 
which “one infers a general statement from a specific statement or fact” (p. 401); 
induction seeks to derive connections within a defined situation. Grounded theory 
research also focuses on empirical measures to suggest theories that fit the context of an 
immediate situation, deductively supported by the data. In this deductive approach, the 
researcher should maintain a general understanding of any phenomenon being explored 
and after establishing a topic of interest allow evidence to accumulate. Dey (1999) 
suggests that in developing these emerging concepts the research should identify 
categories within the data to create uniformity and apply those categories to new 
phenomenon.  
 Grounded theory establishes that the researcher form impressions from the data, 
followed by subsequently analyzing the relationship between any concepts. The 
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researcher then may apply existing theories to these new concepts if necessary. Glaser 
and Strauss (1967) suggest this theoretical sensitivity can be used as a means to identify 
and combine hypothesis from the data with existing useful theories. This allows for a 
phenomenon to be explored without biases from existing theory. 
 The results of grounded theory research lead to the organization of concepts 
around one specific core category that are integrated into hypotheses. This type of 
research functions to produce conceptual theories that are a snapshot of a specific time, 
place, and people (Glaser, 2004). These theories readily are modified when new data is 
presented and provide an integrated approach to the whole at one specific point. 
Grounded theory allows the researcher to find meaning, rather than facts, in a unique 
phenomenon. 
 Content analysis. Krippendorff (2013) suggests that content analysis is a method 
by which the researcher may analyze symbolic and textual matter. A content analysis is 
used to develop inferences about a subject of interest across any type of communication 
(Kondracki, Wellman, & Amundson, 2002). The general process of content analysis 
involves categorizing and coding raw data, often in the form of text or visuals. A content 
analysis may be interpretive or systematic, dependent upon the theoretical interests of the 
researcher and the problem being studied (Hsieh & Shannon, 2005; Weber, 1990).   
 During the mid-20
th
 century, research primarily focused on content analysis as 
being strictly qualitative or quantitative. Berelson (1952) suggested that content analysis 
was objective and quantitative; Selltiz et al. (1959) proposed that a content analysis 
should highlight the meaning of the data rather than quantifying the analysis. However, 
Krippendorff (2013) suggests, “that contemporary content analysis has been forced to 
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develop a methodology of its own” (p. 4-5). The new technologies of a rapidly changing 
world, coupled with the sheer volume of data available for review, require texts to play 
new roles (Krippendorff, 2013). There is no longer a clear distinction between textual 
content and abstract meaning. Content analysis now aligns itself with the content and the 
culture with which that text is associated to better understand the shifting social systems 
of the modern world. Methodology must clearly define the subject matter, as well as 
explicit and inferred communication, as a means to provide knowledge of the 
phenomenon being studied (Hsieh & Shannon, 2005).  
 Inductive and deductive approaches. When choosing to complete a content 
analysis it first must be determined whether an inductive or deductive approach to the 
research questions will be made (Kondracki et al., 2002). An inductive approach begins 
with the research examining texts and messages as a means to identify themes and 
meaning (Abrahamson, 1983). The researcher completes this examination as a way to 
create categories, which may be useful in later theory generation. This type of induction 
is grounded in the messages and texts themselves, not by any prior theory or 
preconceived notions (Kondracki et al., 2002). In contrast, a deductive approach begins 
with a prior theoretical perspective. The researcher then uses this existing theory or 
literature to identify criteria or concepts that are used as the initial coding categories 
(Potter & Levine-Donnerstein, 1999).  Operational definitions for each category are 
developed from the existing theory or prior research.  
 The goal of a deductive content analysis is to validate or extend a theory; the 
existing research provides predictions about the categories of interest and how those 
categories interact (Hsieh & Shannon, 2005). The criteria with which initial selection 
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occurs are provided by prior research; coded categories are a reflection of the theory 
itself. This approach requires that the researcher have a clear idea of the types of text and 
messages likely to be found in the medium explored to ensure that categories are created 
from criteria of interest, not research bias (Semetko & Valkenburg, 2000). Deductive 
content analysis provides a grounding of meaning from the text and messages, not within 
the text itself. 
 Manifest and latent content. Upon deciding whether an inductive or deductive 
approach is to be used, researchers then should determine whether manifest or latent data 
is to be examined. Manifest content is a literal interpretation of the text; it deals with 
what content is visible and obvious usually through recording frequencies and word 
counts (Downe-Wamboldt, 1992; Graneheim & Lundman, 2003; Kondarcki et al., 2002). 
In contrast, latent content requires the development of constructs to add meaning to text 
and messages (Kondarcki et al., 2002). Latent content deals with what the text talks about 
and the relationship it has with the underlying meaning (Downe-Wamboldt, 1992; 
Graneheim & Lundman, 2003). Manifest content often is used to describe the surface of 
the text in terms of existing theory, whereas latent content describes the structural 
underpinnings of the text and how meaning evolves within those texts. 
 Conceptual and relational analysis. When taken together, the style of induction 
and the content being coded interact to define the type of analysis completed: conceptual 
or relational. A relational content analysis emerges when existing theory or literature is 
limited (Hsieh & Shannon, 2005). In this analysis, researchers avoid creating categories 
prior to coding; instead the categories are derived within the text and messages. Through 
the process of open coding researchers are able to construct categories from within the 
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text itself (Elo & Kyngäs, 2007). These categories are free flowing and may need to be 
modified with further coding. A relational content analysis functions to describe a 
phenomenon and to generate new theory. 
 A conceptual content analysis begins with the selection of a theory or framework 
to be tested further (Elo & Kyngäs, 2007; Hsieh & Shannon, 2005). Once this theory is 
selected, the researcher develops a series of questions or hypotheses from the prior 
research. The researcher then must select criterion for evaluation prior to coding and 
structure each criteria to include concepts from the previous literature. Once criteria have 
been established the researcher codes utilizing the manifest content (actual texts and 
messages). Within this confined matrix of criteria only aspects that fit are chosen from 
the data. In this sense, data that do not fit into one criterion may be analyzed later through 
relational analysis from which to derive theory (Elo & Kyngäs, 2007). A conceptual 
content analysis focuses on counts and frequencies to derive meaning from the data. 
 Current study. The current study utilized a deductive conceptual content analysis 
with the coding of manifest data. Research has identified models to construct branded 
identity through traditional retailing measures (Aaker, 1996; de Chernatony, 1999; 
Kapferer, 2008). These models focus on ways in which a brand may differentiate itself in 
the marketplace and create a cohesive identity with the consumer. However, modern 
technology has provided new platforms of communication for both consumers and 
retailers. The current study investigated one of these platforms, Facebook, in relation to 
how branded identity is constructed and maintained by one worldwide retailer, Gap Inc. 
This study expanded upon de Chernatony’s branded identity model by adding a new 
element to the “relationships” category. A deductive conceptual analysis allowed the 
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researcher to build from a prior theory and research. This style of analysis also allowed 
the researcher to access a large sample of information. The manifest content of the 
corporate Facebook group was coded utilizing pre-selected criterion from de 
Chernatony’s model. It is the manifest content that provided the support for furthering the 
development of this model, using deductive analysis, as it requires the use of a previous 
theory from which to test knowledge.  
Branded Identity Model: Inclusion of Social Network Sites 
 Models of branded identity have focused on the ways in which a product may be 
differentiated in the marketplace and how that product creates a bond with the consumer. 
Traditionally these models focus on a physical and emotional interaction between the 
brand and the consumer; however, social network sites have provided relative anonymity 
that constrains traditional retailer-consumer brand relationship formation.  
 On social network sites the affiliation of an individual often is hidden from the 
other members. Within a Facebook group users are unable to tell the identity of another 
beyond what that individual chooses to disclose. In traditional retailer-consumer 
interactions, there is a clear distinction between the two parties. Retailers are constructed 
of internal stakeholders – employees and managers – as well as the presence of corporate 
entities. Consumers are defined by their non-affiliation to the internal stakeholders of the 
retailer; the consumer is generating revenue for the brand instead of receiving revenue 
from them as employees do. When an individual enters a bricks-and-mortar store there 
often is a clear distinction drawn between retailer and consumer. The retailer is identified 
by the employees and space of the store, where the consumer is defined by his or her 
brief and purpose-driven interaction with that environment. A practical example of this 
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relationship is the retailer being defined by an employee who is wearing a nametag and 
folding shirts versus the consumer being an individual who briefly enters a store 
specifically to browse the products.  
 The line between retailer and consumer can be blurred on social network sites. An 
internal retailer stakeholder may make his or her affiliation with the brand unknown on 
these sites; employees no longer have to wear a nametag when they post a comment on 
Facebook. If they have not disclosed information about their affiliation with the brand, 
they may remain anonymous on these sites. Similarly, the consumer may be passive on 
these sites, where traditionally consumers had to actively enter a store to browse their 
products. With modern technologies the consumer now may browse passively when they 
have the time. Social network sites allow consumers to interact with brands that 
previously may have been unattainable. Any consumer may actively post on a retailer’s 
Facebook page without the consent of that retailer. The anonymity of social network sites 
allows for postings to be random but nonetheless impactful. 
 The branded identity model presented by de Chernatony (1999) provides a basis 
for understanding interaction effects in branded identity construction and maintenance. 
As de Chernatony (1999) suggested, the interactions of brand features is what creates a 
cohesive identity. Building from previous models, de Chernatony (1999) proposed that 
each part of brand identity interacts with another related feature, with the addition of 
reputation as the linking of the cycle (see Figure 2). However, de Chernatony’s (1999) 
model was proposed during a time in which bricks-and-mortar stores defined the retailer-
consumer relationship. The inclusion of social network sites has provided a new 
dimension to the formation of a brand identity. 
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 In de Chernatony’s (1999) model, it is suggested that relationships occur on three 
levels: staff-to-staff, staff-to-customers, and staff-to-other stakeholders. This study 
viewed relationship formation as a construct of communication, in that consumers and 
retailers actively and passively communicate their desires through branding. This study 
proposed that relationships now follow a form of: retailer-to-retailer, retailer-to-
consumer, and stakeholder-to-stakeholder. The retailer-to-retailer relationship includes 
any interactions or communication that takes place within the retailer centered context. 
This would be communication between employees, corporate level decisions, and 
interactions with shareholders. Any entity that shares an internal bond with the retailer 
would be considered in this relationship. The retailer-to-consumer relationship 
encompasses any interactions a member of the retailer makes with a consumer. This 
could be through employees or their social network account. It is noted that this can be a 
two-way relationship as the consumer may communicate to the retailer: This research 
emphasized brand identity construction and maintenance through relationships from the 
retailer perspective.  While a consumer-to-consumer relationship may be formed, this 
research focused on relationships formed for the benefit of the retailer. 
 The restructuring of these relationships was not tested by this research. It is to be 
assumed that these are the same interactions as de Chernatony (1999) described, simply 
with the combining of two categories (staff-to-staff and staff-to-other stakeholders) into 
one category of retailer-to-retailer. While these relationships hold true within both offline 
and online contexts, this study proposed the inclusion of a new category of relationship: 
stakeholder-to-stakeholder. The relative anonymity of social network sites permits 
varying levels of disclosure, as the user is able to alter identifying factors at any time. In 
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traditional settings consumers interacted with the retailer through face-to-face 
communication, including nonverbal cues as a means of displaying their intentions. The 
retailer then could respond to both the verbal and nonverbal cues of a consumer creating 
cohesion between both signals.  
Social network sites, however, are considered cue-sparse environments in that 
nonverbal cues are difficult to display in a mediated environment. It is the written word 
that holds the most weight in an online setting; it is another layer of disclosure by which 
the user is able to gain control. If the consumer wishes to display emotion they must do 
so through the structure of their words. The cue-sparse, user-controlled nature of social 
network sites has provided a means by which the formation of relationships has now 
shifted. The retailer is unable to define the consumer by mandated characteristics as the 
user can shift their identity features quickly on social network sites. Retailers in turn may 
shift their identifying features on social network sites in response to one specific user. 
There is no longer a clear line between which stakeholders are communicating on these 
sites as identities may change rapidly; the relationship is undetermined. Thus, the 
research question for this study was: 
RQ: What is the role of undetermined Facebook relationships on a retailer’s 
brand identity? 
 The role of relationship formation in brand identity is connected to four additional 
features as suggested by de Chernatony’s (1999) model: brand vision/culture, positioning, 
personality, and reputation. It is the interaction of the relationship feature with each of 
these that creates the cycle of brand identity. In this study the interactions between 
relationship and each feature served as the basis for formulating the criteria of selection. 
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The criteria were selected from each of the four features above to analyze their inclusion 
as categories with the newly proposed indeterminate relationship. Each feature then was 
combed for the emergence of themes prior to content analysis; that list of themes was 
used as the guideline for deductive analysis. Word counts served as the basis for 
frequencies within each thematic category.  
Content 
 Due to the depth and nature of this research, a single social network site was 
selected for analysis. This reduced any variances across social network platforms, as the 
content remained within the boundaries of one specific site. Therefore, similar content 
properties were on the group page, as defined by the format of the social network site. 
The researcher purposively selected Facebook as the social network site of analysis. 
Facebook was chosen due to its popularity among social network sites. As of December 
2012, the site had registered over 1.06 billion active users per month (Tam, 2013). 
Facebook also was selected as research has shown that users often bridge an offline to 
online pattern, in that communities are formed not only by geographic location but also 
cultural similarities (Baym, 2010; Ellison, Steinfield, & Lampe 2007).  
 In this study, Gap Inc. was selected purposively as the retailer of analysis for two 
reasons. First, Gap Inc. is an established brand that has been in business since 1969. This 
retailer represents six major brands: Gap, Banana Republic, Old Navy, Piperlime, 
Athleta, and INTERMIX (Gap Inc., 2014e). For this research, social network accounts 
for Gap brand will be assessed, as it is the original brand of the retailer and has the 
longest history of consumer interactions across the six different brands. This retailer also 
was chosen as it recently has implemented new social network standards that emphasize 
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positioning the business as an individual (Rudawsky, 2012). Gap Inc. no longer is 
positioning itself solely as a retailer but as a user that shares norms with the consumer 
and attempts to craft deeper relationships. In this study indeterminate relationships 
formed via social network site communication were analyzed, thus a retailer who values 
relationship formation was chosen. 
 Gap Inc. operates a corporate Facebook group for their main social media 
presence. A Facebook group is a section of the site in which members can see open 
communication taking place beyond their friends list. Users are added as members to the 
group, not as friends in a personal account. Since Gap Inc. operates an open Facebook 
group, this allows for any user to become a member of its group without formal 
acceptance and view the site at any time. For this research, the corporate Gap Inc. 
Facebook group was analyzed. The group was analyzed based off the four features that 
interact with relationships.  
 Brand vision and culture. As de Chernatony (1999) proposed, the brand vision 
provides the retailer with a clear sense of how the brand will function and provides a 
well-defined sense of direction. This vision is a statement of how the brand is going to 
make the future world better. From that vision a retailer is able to formulate a culture 
around the brand. This culture encompasses the visible artifacts, the core values, and the 
mental models of brand building. While the visible artifacts are included in the brand 
culture, in this study this relationship was described as the correlation between social 
responsibility and the retailer. The placement of products will be discussed in the 
positioning feature.  
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 In utilizing Gap Inc. as the retailer by which this context analysis was completed, 
this study drew criteria from the corporation itself. Gap, Inc. provides a corporate 
website, www.gapinc.com, on which the retailer describes its mission statement and 
brand culture. The criteria for the brand vision/culture feature was deduced from these 
two places. In the context of describing criteria they henceforth will be categorized as 
themes. 
 The Gap Inc. philosophy is stated as “We seek to make a positive, lasting impact 
on the people and in the places where we operate” (Gap Inc., 2014d). Gap Inc. also 
describes their culture of values as being those which look “deeper into our supply chain 
to ensure that we take a responsible path throughout the product lifecycle, from the 
source to our stores” (Gap Inc., 2014d). From this vision statement and culture 
description, themes were deduced as displayed in Table 1. 
Table 1 
Thematic selection: Brand Vision and Culture 
Theme Description of Theme  
Theme 1 Decisions Impacting Consumers/Communities 
Theme 2 Integrity as a Hallmark of Business 
Theme 3 Social and Environmental Responsibility 
  
 The first theme was selected from the brand vision statement. This theme 
represents the future vision of Gap Inc. This retailer suggests they are looking ahead to 
the future and consciously are thinking about how each decision made at the corporate 
level may impact users and their communities. From this, it is concluded that users 
should be aware that Gap Inc. is consciously thinking about their lifestyles within each 
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corporate decision. This theme explored the four social network accounts for statements 
or words, which display a conscious acknowledgement of how decisions might impact 
the users or their community. From both the vision statement and corporate webpage the 
following keywords were included in this theme: conscious, impact, impactful, 
community, communities, people and places, customer decisions, doing more, ethical 
work, deliver a return, invest, support, reinforce beliefs, and serving needs (Gap Inc., 
2014d; Gap Inc., 2014e). These keywords were selected as they were referenced multiple 
times in Gap corporate literature and were found within the company’s vision statement 
as well. 
 The second theme builds from the core value of Gap Inc. brand culture, namely, 
to maintain integrity in business. This theme focused on the Gap brand to remain honest 
and sincere in their efforts to conduct business. On social network sites, while the official 
code of conduct is unlikely to be stated, phrases from the corporate code of conduct were 
used as a measure. From the official Gap Inc. Code of Business Conduct these keywords 
were: right thing, trust, transparency, recognizing right from wrong, and applying 
standards (Gap Inc., 2012b). These keywords were selected directly from the Code of 
Business Conduct as they were highlighted multiple times in the document. The context 
of each word provided an insight into the implementation of a code of conduct on social 
network sites.  
 The third theme focused on the emotional services of the brand. Gap Inc. states 
that they have a responsibility to endure change around the world and to ensure 
improvement in social and environmental performance (Gap Inc., 2014f). This 
encompassed their social responsibility to provide both quality products and services to 
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their consumers. Responsibility included providing ethical work conditions and ensuring 
that no harm is done to the environment when producing goods are also included in this 
theme. The four pillars that Gap Inc. notes as being core to their social and environmental 
responsibility are: environment, community, employees’ volunteerism, and human rights 
(Gap Inc., 2014c). The first pillar (environment) keywords were: environment, energy, 
waste, recycling, composting, energy conservation, emissions reduction, environmental 
partnerships, and paper savings (Gap Inc., 2014f). The second pillar (community) 
keywords were: P.A.C.E., personal advancement, career enhancement, training programs, 
customer support, progress and growth, measuring success, advancement, life skills 
education, and advance at work and life (Gap Inc., 2014f). The third pillar (employees) 
keywords were: volunteerism, our time, Camp Old Navy, community corporations, field 
team grants, community leaders, and economic and social development (Gap Inc., 2014f). 
The fourth pillar (human rights) keywords were: improving worker conditions, worker 
conditions, remediation, local participation, monitoring, scalability, safety conditions, 
labor standards, laws, workers’ rights, and workers (Gap Inc., 2014f). Each of these 
keywords was pulled directly from an infographic that related to that specific pillar or the 
text that accompanied that infographic. The majority of the keywords in this section were 
headings from each of the infographics. Additionally the keywords social responsibility, 
quality products, and quality services were pulled from the literature accompanying the 
infographics, as overarching themes of each pillar (Gap Inc., 2014c; Gap Inc., 2014f). 
 The prevalence of these three themes across the Gap Inc. Facebook group were 
assessed for their impact on the indeterminate relationship category. There impact were 
determined through the null: 
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H0: There is no impact of brand vision and culture on undetermined Facebook 
relationships. 
 Brand positioning. Once a brand’s vision and culture has been developed, de 
Chernatony (1999) suggests that a positioning strategy is implemented. This model 
suggests that positioning is a set of functionally distinct capabilities that are used to 
distinguish a brand, through both the physical artifacts and the brand performance. The 
themes developed from this definition are presented in Table 2. 
Table 2 
Thematic selection: Brand Positioning 
Theme Description of Theme  
Theme 1 Capabilities of Products  
Theme 2 Product Specific Reviews 
Theme 3 Non-Product Positioning Information 
Theme 4 Review of Non-Product Positioning Information 
 
 The first and second themes were linked to each other through the product. The 
first theme looked at product specific information on the Facebook group. These were 
postings regarding physical products themselves, such as a status regarding new t-shirts 
arriving soon. The keywords for this section were pulled directly from the Gap retail 
webpage (Gap, 2014). These keywords represent a category of products, as devised for 
sale on the Gap webpage; all of the product categories from women, body, gapfit, 
maternity, men, girls, boys, toddler girl (1-5 yrs), toddler boy (1-5 yrs), and baby (0-24 
mos) were included. These keywords were: t’s, tops, shirts, blouses, sweaters, logo, 
sweatshirts, dresses, skirts, premium pants, khakis, leggings, shorts, jeans, outerwear, 
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blazers, shoes, accessories, Piperlime shoe picks, GapFit, sleepwear, loungewear, bras, 
underwear, slips, shapewear, bottoms, pullover bra, gowns, rompers, robes, t-shirt bra, 
wireless bra, demi bra, uplift bra, cotton bra, strapless bra, multi-way bra, unlined bra, 
sport bra, bikini, thong, hipster, girl short, high cut, pants, hoodies, jackets, active, 
nursing tops, tanks, polos, long-sleeve shirts, short-sleeve shirts, sleep, lounge, graphic 
t’s, capris, overalls, activewear, swim, socks, tights, bodysuits, one-pieces, and fleece 
(Gap, 2014). 
  The second theme focused on reviews of the specific products themselves. For a 
posting to be considered in this theme it had to reflect consumer views of a product. Gap 
offers an online form for consumers to review products via their retail webpage. The 
form offers pre-selected terms for review and also the option to provide an open-ended 
response. The keywords for this theme were deduced from this form. The keywords 
were: fabric, care, fit, sizing, quality, tall, petite, overall size, length, chest, waist, sleeves, 
hip, rear, rise, and width (Gap, 2014). 
 The third and fourth themes also were linked through non-product specific 
positioning. These items included any advertising, marketing, or merchandising 
campaigns that distinguish the brand. This also included information about experiences 
not involving the products themselves, such as about a shopping experience or visual 
merchandising presentations. The third theme revolved around the current advertising, 
marketing, and merchandising campaigns Gap Inc. utilized to distinguish their brand. 
This theme also included any postings regarding discounts or sales, as these often are 
techniques used to position the brand as being affordable and attainable. The keywords 
for this theme were deduced from Gap corporate literature, including press releases about 
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current and upcoming campaigns. The information on sales and discounts were pulled 
from the Gap retail webpage as well as company promotions (Gap Inc., 2013b; Gap Inc., 
2013c; Gap, 2014; Gap Inc., 2014b). These keywords were: Tumblr, Styld.by, online, 
blogger, bloggers, advertisement, advertising, campaign, merchandising, visual 
merchandising, interaction, salesperson, salesman, saleswoman, print, outdoor, direct, 
social, in stores, digital, TV, blog, online, mobile, magazine, magazines, display, 
displays, promotion, promotions, promo, sale, sales, discount, discounts, coupon, and 
coupons (Gap Inc., 2013b; Gap Inc., 2013c; Gap, 2014; Gap Inc., 2014b). 
  The fourth theme involved the user reviews of this non-product specific 
positioning. This included any user experiences regarding positioning not related to 
products. This could have been in regard to ordering online or over the phone but must 
have been a user review of a Gap Inc. offered service. The keywords for this theme were 
deduced from Gap corporate literature on leadership and press releases regarding non-
product positioning information (Gap Inc., 2013a; Gap, 2014; Gap Inc., 2014b). These 
keywords were: in-store experience, online experience, e-commerce, experience, 
experiences, experienced, response, responses, responsive, responded, feedback, follow-
up, and customer relations (Gap Inc., 2013a; Gap, 2014; Gap Inc., 2014b).  
 The positioning of a brand distinguishes products from similar competitors. 
Competition across brands can impact the formation of relationships with specific users, 
especially those who have not distinguished themselves as loyal consumers of a brand. 
The impact of these themes were determined through the null: 
 H0: There is no impact of brand positioning on undetermined Facebook   
 relationships.   
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 Brand personality. The brand personality, as de Chernatony (1999) proposed, is 
the way in which a brand may provide human qualities to consumers. The personality of 
a brand is the humanization of the brand’s values and behaviors. Table 3 notes the themes 
that emerged from the personality feature of brand identity. 
Table 3 
Thematic selection: Brand Personality 
Theme Description of Theme  
Theme 1 Gap Inc. as Iconic 
Theme 2 Gap Inc. as Inventive 
Theme 3 Gap Inc. as American 
 
 The retailer itself describes these three themes of the brand personality. From  
Gap Inc. “Our Brand” webpage, the retailer indicates it is “iconic, inventive, and 
American” (Gap Inc., 2014e). The first theme, iconic, was further represented by Gap 
Inc. as being created through humility and compassion. The brand describes their history 
as that of being thoughtful and responsive with an emphasis on ethics. An iconic image of 
the brand, as suggested by the retailer, was created through sincerity and continues to 
thrive by doing what is right. The keywords for this theme were pulled directly from this 
description. Therefore, the keywords were: icon, iconic, humility, compassion, history, 
thoughtful, ethics, sincerity, and continuous (Gap Inc., 2014e). 
 The second theme of inventive was described as being comprised of freedom and 
expression. Gap Inc. maintains that the brand produces modern, yet original styles. The 
brand promotes focusing on an individual sense of style, which enhances creativity and 
an expectation to transform reality. Gap Inc. suggests inventiveness may be achieved 
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through interaction with their products but implies that innovation first must be reached 
inside the user. This text was displayed on the Gap Inc. “Our Brand” webpage during the 
course of the research. Thus, the keywords were pulled directly from this literature and 
were: inventive, freedom, expression, modern, individual, uniqueness, and transform 
reality (Gap Inc., 2014e).   
 The third theme of American was attributed to the original brand itself. When 
Donald Fisher opened the brand in 1969, he had aspirations of creating a place for 
consumers to find the perfect pair of jeans (Gap Inc., 2014e). Gap Inc. now attributes the 
California-cool based lifestyle of the original flagship store to promote the casual 
American style. The brand stresses being casual and appears to label this as “American” 
fashion. As this was the description of “American” as per the Gap corporate webpage, the 
keywords for this theme were deduced from it. These keywords were: American, 
original, California, cool, and casual.  
 These three themes are personality traits that also could be attributed to an 
individual. They are features that promote the Gap Inc. brand as being human and hope to  
connect the user to the brand. The impact of these themes were determined through the 
null:  
 H0: There is no impact of brand personality on undetermined Facebook   
 relationships. 
 Brand reputation. The fourth feature that interacts with relationships is one de 
Chernatony (1999) suggests as an addition to Kapferer’s (2008) model — reputation. 
While de Chernatony (1999) proposed that reputation is independent of brand identity, 
his findings concluded that by narrowing the gap between the two features the reputation 
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could impact the overall brand identity. Kapferer (2008) originally proposed reflection as 
a feature of brand identity. Reflection was viewed as the outside reactions to a brand from 
the user, both active and passive, which can combine to impact features of identity. These 
reflections can be attributed to de Chernatony’s reputation. Table 4 lists the themes that 
were derived from the reputation feature. 
Table 4 
Thematic selection: Brand Reputation 
Theme Description of Theme  
Theme 1 Perceptions of Brand over Time 
Theme 2 Drivers of change 
  
 The first theme describes how the user perceives the brand over a period of time. 
These were reviews or comments about the brand as whole, not specific moments. 
Statements could have been sparked by one specific incident, but reflected the brand as a 
whole. The keywords for this theme were derived from the Gap Inc. corporate webpage 
section, “Our Story” (Gap Inc., 2014h). This portion of the site details what the original 
ideals of the brand were and how those have been perceived over time (Gap Inc., 2014h). 
Thus, the keywords were pulled straight from this section and were: variety of channels, 
do more than sell clothes, passion, loyalty, personal connection, wear favorites, strong 
results, significant progress, world’s favorite, favorite, continued focus, and foundation 
(Gap Inc., 2009; Gap Inc., 2014h). Additionally, these keywords also were found in 
Donald Fisher’s biography on the webpage (Gap Inc., 2009).  
 The second theme described how reputation may drive change. These were 
comments from the Gap Inc. in response to claims about their reputation. Additionally, 
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these included comments from other users with viewpoints opposite the original 
statement. In either instance, the statement reflected that reputation was a driver of 
change for Gap Inc. Keywords were located within the 2012 Gap Annual Report, as it 
was the most recent report during the period of analysis (Gap Inc., 2012a). This report 
highlights changes that Gap has made and will continue to make in their business efforts. 
Therefore, these keywords were a reflection of how the Gap has changed with time. The 
keywords were: ability to change, global, creativity, delivering results, doing what’s 
right, thinking of customer’s first, global presence, transform, growing, and growth (Gap 
Inc., 2012a). 
 Since reputation is often a direct representation of consumer views and reflections 
on the brand, it is important to understand how reputation is built on a social network site. 
If the reputation of a brand is not cohesive across multiple channels it could be damaging 
to the retailer as a whole. The impact of these themese were determined through the null: 
 H0: There is no impact of brand reputation on undetermined Facebook   
 relationships.   
Completing the Content Analysis 
 The four features and their interrelating themes served as the criteria of selection 
for the conceptual content analysis. The Gap Inc. corporate Facebook group was analyzed 
for three months, which is considered one business quarter. This research analyzed the 
content from October 1, 2013 – December 31, 2013. The researcher chose this time 
period as it incorporated the holiday season for most consumers. This time usually 
generates higher volume sales for the retailer but demands that it distinguish itself from 
other brands with similar products. During this time period consumers are looking for an 
EXPLICIT DISCLOSURE IN RETAIL COMMUNICATION                
 
53 
experience, which must be offered by the retailer to promote relationship formation. 




, 2014. This 
provided the research with a single moment in time for each of the postings, and 
accounted for any fluctuations in postings outside the analysis time frame. Additionally, 
any postings made after the date of December 31, 2013 were not included in the data as 
they were outside the initial range of analyses. The group was analyzed across multiple 
forms of content. On the group page, there is a defined retailer profile. The retailer often 
posts the initial conversation topic, which then is supplemented by the conversation of 
undetermined users. While the initial postings by the retailer were assessed in terms of 
context for each category, it was the user-generated responses that served as the basis of 
the content analysis. The postings made by the retailer, as well as user generated 
responses were the first pieces of information analyzed. Following that an analysis of 
images and videos was completed for credibility, and will be discussed further.  
 In completing the content analysis, the researcher used word counts to determine 
frequencies in each theme and feature. Keyword counts were assessed by the researcher 
and were admitted to a theme based on context. It is noted by the researcher that word 
counts may not represent the context for a category equally; however, there are currently 
no well-developed procedures to weight this type of frequency count (Stemler, 2001). For 
this reason, a deduction of keywords from Gap Inc. corporate literature was necessary to 
provide grounding for each theme and feature. Keywords were deduced by the research 
based from Gap Inc. corporate literature; however, interpretation was based on content as 
defined by the researcher’s question and parameters of the study.   
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 Word counts in each theme were used to produce a total frequency value. From 
these thematic frequency counts, a frequency of keywords for each feature also was 
generated. These frequencies were defined further by examples from the data set. This 
qualitative discussion provided a meaning to the text, a methodological approach 
common in most deductive content analyses.  
 In content analyses where quantitative data is used to support qualitative claims, 
the use of a correlation coefficient is unnecessary. In a deductive content analysis, 
categories are created from a set of expert data and simply are confirmed or denied based 
on the data (Potter & Levine-Donnerstein, 1999). Thus, the correlation between 
categories was not measured as importance lies within the frequency of the words 
themselves to strengthen the claims of each theme and feature (Stemler, 2001). The data 
should inform the pre-determined categories and simple frequency counts will show 
measures of importance.  
Reliability and Validity of Quantitative Content Analysis  
 In establishing the basis for a quantitative content analysis, further grounded by 
qualitative statements, reliability and validity must be assessed. In regard to reliability, 
Krippendorff (1980) suggests three distinct measures: stability, reproducibility, and 
accuracy. Establishing stability requires the researcher to explore how changeable a 
process is with time, often through test-retest. In content analysis, the researcher acts as 
the means for both the test and the retest. If the researcher is able to make initial 
judgments in coding, leave the data, and return to make similar judgments, the coding is 
considered stable (Krippendorff, 1980). Reproducibility requires that the researcher code 
the data under his or her own standards, followed by a coding via an expert 
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(Krippendorff, 1980). If the coders make the same judgments, the content analysis is said 
to be reproducible. However, Krippendorff (1980) notes that accuracy is the strongest of 
reliability tests in content analysis. A test of accuracy requires that the researcher’s 
process conform to a known set of standards. An expert sets the standards for coding, 
which then are followed by the researcher. In this study accuracy was used as the 
measure of reliability, as it is considered the strongest. The expert in this study was the 
retailer, Gap Inc., as they have set the standards by which their company is to be 
measured. The researcher created categories based off text pulled directly from the 
company literature. Therefore, the categories and coding were completed with the expert 
standards of branded identity as set forth by Gap Inc. 
 A second measure of trustworthiness in quantitative content analysis is validity. 
The overall validity of a content analysis first is assessed based on the nature of data. 
Since this research utilized a manifest, deductive approach the guidance of a previous 
theory is the first measure of validity. In this study, the categories were created based on 
a prior theory as followed by deduction of themes directly from Gap Inc. The researcher 
coded data based on his or her judgment, as guided by the underpinning theory.  
 This coding scheme allowed the researcher to place the content into categories 
based on his or her experience with the data. In this study, the researcher was placed in an 
“experiencing” mode, as the focus was placed on understanding the “socially constructed 
reality that is shared between participants in an interaction” (Potter & Levine-
Donnerstein, 1999, p. 267). Potter and Levine-Donnerstein (1999) draw from Poole and 
Folger (1991) to suggest that an experiencing researcher must account for face, construct, 
and representational validity. This study proposed that undetermined relationships formed 
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via social network sites influence branded identity. Thus, the face validity was 
represented by the use of a social network site, an established model of branded identity, 
and the categorization of user interactions as undetermined to assess how the three 
measures interact. The construct validity of this study stemmed from the use of a set of 
standards as defined by the Gap Inc. to create categories, and the underpinning theory of 
branded identity to extend to generalized categories. Finally, Potter and Levine-
Donnerstein (1999) suggest that representational validity is met when the researcher 
codes for the “socially defined ‘reality’ of the social situation” (p. 267). The nature of this 
study placed the researcher in a position where she or he coded the data set as 
independent, undetermined users have constructed it. Therefore, the data showcased the 
reality of conversation between undetermined parties on the Gap Inc. Facebook groups 
and pages. By meeting the reliability and validity measures of the quantitative nature of 
this analysis, the researcher then could move to assessing the trustworthiness of the 
qualitative inquiry.  
Assessing Trustworthiness of Qualitative Inquiry  
 Any research must be assessed for trustworthiness of the data and analysis 
(Wallendorf & Belk, 1989). In regard to naturalistic inquiry, Wallendorf and Belk (1989) 
suggest following four criteria of trustworthiness as previously set forth by Lincoln and 
Guba (as cited by Wallendorf & Belk, 1989): credibility, transferability, dependability, 
and confirmability. Additionally, Wallendorf and Belk (1989) suggested a fifth criterion 
of integrity in regard to trustworthiness. 
 Credibility. Lincoln and Guba (as cited by Wallendorf & Belk, 1989) discuss 
credibility in terms of providing adequate representations of the content studied. In the 
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context of this study, credibility will be assessed through persistent observation and 
supplementation across sources. Wallendorf and Belk (1989) suggest that the amount of 
time researching and observing should parallel the research goals. For this study, one 
fiscal quarter of business communications being studied was sufficient to provide one 
cycle of engagement. Since most retailers operate on a quarter-by-quarter basis, 
researching one unique quarter provided the researcher with information about a specific 
moment in time, which is a quality of grounded theory research.  
 The words communicated by the users were supplemented with the images and 
videos that entities post. This measure was not considered a form of triangulation, as the 
Facebook represents the entire data set. Thus, all the data came from the same source; 
however, this provided the researcher with a new lens upon which to assess the 
representation of the textual content (Wallendorf & Belk, 1989). 
 Transferability. Lincoln and Guba (as cited by Wallendorf & Belk, 1989) note 
transferability as being the extent to which findings are applicable across differing 
contexts and subjects. In this study transferability was assessed in terms of purposive 
sampling. Wallendorf and Belk (1989) suggest that when constructing an understanding 
of a behavior or communication that takes place within a particular context, the 
researcher may extend that to multiple venues to study the phenomenon. By beginning 
with a content analysis of the Gap Inc. corporate group, these features could be extended 
to multiple channels of communication. This transferability essentially could then be 
applied to retailers that follow similar practices as the Gap Inc. 
 Dependability. Lincoln and Guba (as cited by Wallendorf & Belk, 1989) describe 
dependability as the measure by which the findings of a study would be justified by 
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replication. Thus dependability is a process of time and change, in that observations are 
the convergences of a particular time and place. In this study dependability was assessed 
through observation over time and explanation of that time. This research assessed each 
month of the quarter at one time for analysis. Once the entire analysis was completed, the 
researcher revisited each month to assess if later information affected previous analysis. 
If necessary, an explanation of this change was provided. 
 Confirmability. Lincoln and Guba (as cited by Wallendorf & Belk, 1989) 
propose that confirmability is establishing the degree by which findings are determined 
by the subjects and not through researcher bias. In this study, the conceptual deductive 
nature of this content analysis lends itself to confirmability. Triangulating across sources 
was represented through the establishment of criteria prior to the analysis taking place. 
Additionally, the qualitative assessment of criteria was supported by quantitative analysis 
of the data itself.    
 Integrity. Wallendorf and Belk (1989) suggested a fifth criterion across which 
trustworthiness may be measured — integrity. This measure assessed whether there was 
any possibility of conflict between the researcher and the subjects. In this study the public 
nature of the data being analyzed allowed the researcher to have open access to the data. 
The researcher could access this information at any point, without acceptance into a 
group; therefore the researcher could interact as a passive participant.  
Summary 
 This chapter has discussed how the methodological framework was structured 
through grounded theory and content analysis in order to address the research question: 
What is the role of undetermined Facebook relationships on retailer’s brand identity? A 
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thorough discussion of the selection criterion, as well as the participants of interest, has 
outlined the basis of this content analysis. Finally, the methodological tools of analysis 




























 This chapter presents the research results in four sections: (1) brand vision and 
culture; (2) brand positioning; (3) brand personality; and (4) brand reputation. Each of 
these sections represents one of the features found to interact with relationships in de 
Chernatony’s model (1999). Within each section is a discussion of total frequency counts 
for keywords and phrases, divided by theme (see Table 5).  
Table 5 
Summary of Content Analyses Features and Accompanying Themes 
Feature Theme 
 
Feature 1: Brand Vision and Culture 
 
Theme 1a: Decisions Impacting Consumers/Communities 
 
Theme 1b: Integrity as a Hallmark of Business 
 
Theme 1c: Social and Environmental Responsibility 
 
Feature 2: Brand Positioning 
 
Theme 2a: Capabilities of Products 
 
Theme 2b: Product Specific Reviews 
 
Theme 2c: Non-Product Positioning Information 
 
Theme 2d: Review of Non-Product Positioning 
Information 
 
Feature 3: Brand Personality 
 
Theme 3a: Gap Inc. as Iconic 
 
Theme 3b: Gap Inc. as Inventive 
 
Theme 3c: Gap Inc. as American 
 
Feature 4: Brand Reputation 
 
Theme 4a: Perception of Brand over Time 
 
Theme 4b: Drivers of Change 
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 The findings are discussed in terms of quantitative frequency counts, followed by 
a percentage calculation of each theme within the total keyword count. Below is a 
summary of feature keyword counts and total percentages of keywords, including all 
themes (see Table 6). 
Table 6                                                                                                                                         
 
Summary of Feature Frequency Counts:  
Brand Vision and Culture, Brand Positioning, Brand Personality, and Brand Reputation 
   
Feature Feature N Feature %  
Brand Vision and Culture 164 17.7% 
Brand Positioning 632 68.1% 
Brand Personality 88 9.5% 
Brand Reputation 44 4.7% 
Total 928 100% 
   
 A summary of thematic results is presented within this chapter in Tables 7-10. 
Each theme is assessed in terms of frequency counts and a percentage of keywords within 
that feature. Additionally, specific values for each keyword or phrase can be found in 
Tables 15-26 in Appendix B.  
Feature 1: Brand Vision and Culture  
 The overall frequency counts and percent totals for the corporate Gap Facebook 
group are found below (see Table 7). In total, 164 keywords were found for the brand 








Table 7                                                                                                                                         
Feature Frequency Count: Brand Vision and Culture Themes 
   
Theme Theme N Feature %  
Decisions Impacting Consumers/Communities 84 51.2% 
Integrity as a Hallmark of Business 42 25.6% 
Social and Environmental Responsibility 38 23.2% 
Total 164 100% 
 
Theme 1a: Decisions impacting consumers/communities. In total, there were 
84 keywords within this feature that related to the theme of decisions impacting 
consumers and communities, accounting for 9.1% of total keywords. Of this total, one 
was mentioned in October 2013, 13 in November 2013, and 70 in December 2013. This 
correlates to 0.1% of total keywords in October 2013, 1.4% in November 2013, and 7.5% 
in December 2013. The most commonly noted word in this theme was “support,” having 
been mentioned 49 times, or 5.3% of all keywords. Detailed frequency counts for this 
theme can be found in Table 15 in Appendix B. 
Theme 1b: Integrity as a hallmark of business.  This theme accounted for 42 
keyword mentions in the brand vision and culture feature, or 4.5% of total keywords. 
Within this total, one was mentioned in October 2013, zero in November 2013, and 41 in 
December 2013. This results in 0.1% of total keywords for October 2013, and 4.4% for 
December 2013. Within this theme, the most mentioned keyword was “right thing,” with 
31 mentions or 3.3% of total keywords. Detailed frequency counts for this theme can be 
found in Table 16 in Appendix B. 
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Theme 1c: Social and environmental responsibility. Within this theme, there 
were 38 keywords mentioned in regard to brand vision and culture, or 4.1% of total 
keywords. Of this total, six were mentioned in October 2013, seven in November 2013, 
and 25 in December 2013. This corresponds to 0.7% of total keywords in October 2013, 
0.8% in November 2013, and 2.7% in December 2013. The most mentioned word in this 
theme was “workers,” with 19 total mentions, accounting for 2.1% of total keywords. A 
detailed account of frequencies for this theme can be found in Table 17 of Appendix B.  
Feature 2: Brand Positioning  
 Total frequency counts for brand positioning and percentages of words from this 
theme in regard to total keywords can be found below (see Table 8). In total, 632 
keywords were mentioned in this feature. 
Table 8                                                                                                                                         
Feature Frequency Count: Brand Positioning Themes 
   
Theme Theme N Feature %  
Capabilities of Products 206 32.6% 
Product Specific Reviews 75 11.9% 
Non-Product Positioning Information 280 44.3% 
Review of Non-Product Positioning Information 71 11.2% 
Total 632 100% 
 
Theme 2a: Capabilities of products.  In total, 206 keywords were mentioned for 
this theme of brand positioning, accounting for 22.2% of all keywords. Of the total, 70 
were mentioned in October 2013, 44 in November 2013, and 92 in December 2013. This 
correlates to 7.5% of total keywords in October 2013, 4.7% in November 2013, and 9.9% 
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in December 2013. Among this theme, the most commonly mentioned words were jeans 
and sweaters. Each of the two items was mentioned 40 times, accounting for 4.3% of 
total keywords. Combined, these two keywords accounted for 80 total counts within the 
theme and 8.6% of total keywords. A detailed frequency distribution for this theme can 
be found in Table 18 of Appendix B.  
Theme 2b: Product specific reviews. In this theme, 75 keywords were 
mentioned in terms of brand positioning, correlating to 8.1% of total keywords. Within 
this total, seven were mentioned in October 2013, 12 in November 2013, and 56 in 
December 2013. This corresponds to 0.8% of total keywords for October 2013, 1.3% in 
November 2013, and 6.0% in December 2013. The most mentioned word for this theme 
was “care,” with 42 total counts, or 4.5% of total keywords. Detailed frequencies for the 
product specific reviews theme can be found in Table 19 of Appendix B. 
Theme 2c: Non-product positioning information. Within this theme, 280 
keywords were mentioned in terms of brand positioning, for a total keyword percentage 
of 30.2%. In that total, 47 were found in October 2013, 67 in November 2013, and 166 in 
December 2013. This relates to 5.1% of total keywords in October 2013, 7.2% in 
November 2013, and 17.9% in December 2013. In this theme, the most mentioned 
keyword was “sale,” accounting for 66 mentions, or 7.1% of the total keywords. All 
keyword frequencies for this theme can be found in Table 20 of Appendix B.  
Theme 2d: Review of non-product positioning information. In total, 71 
keywords were mentioned within this theme of brand positioning, accounting for 7.7% of 
all keywords. Of that total, 12 were mentioned in October 2013, 15 in November 2013, 
and 44 in December 2013. This corresponds to 1.3% of total keyword mentions for 
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October 2013, 1.6% in November 2013, and 4.7% in December 2013. Of this theme, the 
most mentioned keyword was “customer relations,” with 40 mentions in the theme and 
4.3% of total keywords. Detailed frequency values for this theme can be found in Table 
21 of Appendix B. 
Feature 3: Brand Personality  
 The overall frequency counts and percentages for total keywords for brand 
personality are found below (see Table 9). In total, 88 keywords were found in the brand 
personality feature. 
Table 9                                                                                                                                         
Feature Frequency Count: Brand Personality Themes 
   
Theme Theme N Feature % 
Gap Inc. as Iconic 27 30.7% 
Gap Inc. as Inventive 12 13.6% 
Gap Inc. as American 49 55.7% 
Total 88 100% 
 
Theme 3a: Gap Inc. as iconic. In this theme, a total of 27 keywords were 
mentioned, accounting for 2.9% of total keywords. Of this total, one was mentioned in 
October 2013, four in November 2013, and 22 in December 2013. This accounts for 0.1% 
of total keywords in October 2013, 0.4% in November 2013, and 2.4% in December 
2013. Within this theme, the most mentioned keyword was “compassion.” This keyword 
accounted for 12 counts in the theme, and 1.3% of total keywords. A detailed list of 
frequency values for this theme can be found in Table 22 of Appendix B.  
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Theme 3b: Gap Inc. as inventive. This theme accounted for 12 keywords within 
brand personality, correlating to a total keyword percentage of 1.3%. In this total, 
keywords were mentioned in October 2013, one in November 2013, and 11 in December 
2013. This corresponds to 0.1% of total keywords in November 2013, and 1.2% in 
December 2013. The most mentioned keyword in this theme was “unique,” with 6 
thematic counts, and 0.7% of total keywords. Detailed frequency counts for this theme 
can be found in Table 23 of Appendix B. 
Theme 3c: Gap Inc. as American. Within this theme, there were 49 mentions of 
keywords relating to brand personality, resulting in 5.3% of total keywords. In total, eight 
of these keywords were mentioned in October 2013, 24 in November 2013, and 17 in 
December 2013. This correlates to 0.9% of total keywords in October 2013, 2.6% in 
November 2013, and 1.8% in December 2013. Of all keywords in this theme, the most 
mentioned was “cool.” This keyword was counted 35 times, accounting for 3.8% of total 
keywords. A detailed count of frequencies for this theme can be found in Table 24 of 
Appendix B. 
Feature 4: Brand Reputation  
 Frequency counts for brand reputation and percentages for total keywords for this 
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Table 10                                                                                                                                         
Feature Frequency Count: Brand Reputation Themes 
   
Theme Theme N Feature % 
Perceptions of Brand over Time 35 79.5% 
Drivers of Change 9 20.5% 
Total 44 100% 
 
Theme 4a: Perceptions of brand over time. In this theme, 35 keywords were 
found to represent the brand reputation feature, accounting for 3.8% of total keywords. In 
total, ten of these keywords were mentioned in October 2013, eight in November 2013, 
and 17 in December 2013. This correlates to 1.1% of total keywords in October 2013 
within this theme, 0.9% in November 2013, and 1.8% in December 2013. In this theme, 
the most mentioned keyword was “favorite,” with 30 keyword counts and 3.2% of total 
keywords. A detailed frequency count for this theme can be found in Table 25 in 
Appendix B. 
Theme 4b: Drivers of change. A total of nine keywords were counted for this 
theme, corresponding to 1.00% of total keywords. Of this total, one was found in October 
2013, one in November 2013, and seven in December 2013. This accounts for 0.1% of 
total keywords for this theme in October 2013, 0.1% for November 2013, and 0.8% in 
December 2013. The most mentioned keyword for this theme was “growing.” This 
keyword accounted for four counts and 0.4% of total keywords. Detailed frequency 
counts can be found for this theme in Table 26 of Appendix B.  
 




A content analysis provides the researcher with the means to analyze symbolic 
and textual matter (Krippendorff, 2013). This process involves the categorizing and 
coding of data, often utilizing both qualitative and quantitative means. The current study 
utilized a deductive, conceptual content analysis to code manifest data. A defined data set 
was coded using pre-determined keywords as specified by the content matter. This study 
focused on the undetermined relationships formed on social network sites, by analyzing 
content for Gap Inc. across two specified Facebook groups. The data was acquired from 
each of these two Facebook groups over a three-month time period and coded using 
keywords from corporate literature. All of the keywords were derived directly from the 
company’s literature and corporate web pages. As the keywords and phrases used for 
analysis were provided directly from the retailer, a deductive approach was applied to the 
coding of each theme. Keywords and phrases were not generated from the data and, 
therefore, were uniform across all three months of analysis. Each keyword or phrase was 
assigned to a specific theme, also derived from the corporate literature and webpages. 
Additionally, each overarching feature was derived prior to the research, as defined by de 
Chernatony’s (1999) model of branded identity. This chapter highlights the results of the 
quantitative content analysis, as well as provides qualitative support for each theme. A 
discussion of keywords and the variations found among them begins the chapter, 
followed by a discussion of keyword frequency counts within each theme. Qualitative 
examples are used to further define the quantitative frequencies, allowing for inferences 
to be drawn from the data. 
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Feature 1: Brand vision and culture. The beginning stages of a brand require a 
clear vision of the future. Once a retailer is able to describe how the products will fit in 
with future demands and stay original within the context of competition, a culture can 
begin to form. Once the vision and culture come together, a future plan takes form. 
Within brand vision and culture, it was found on the Gap Inc. corporate Facebook group 
that 164 overall keywords and phrases were mentioned in regard to the themes of this 
feature. Overall, the most commonly mentioned keywords and phrases were support, 
right thing, and workers.  
Theme 1a: Decisions impacting consumers/communities. As the Gap Inc. 
corporate vision is to create an impact on the consumers and communities connected to 
them, the first theme in this feature explored that relationship. The keywords and phrases 
selected for this theme were derived from the vision statement, as well as its webpage. In 
total, 84 keywords were found within this theme.  
The most mentioned keyword in this theme was support. From Gap Inc. corporate 
literature, support was defined as being provided by the retailer to the consumer. It is a 
positive construct that acknowledges the retailer as being a force of sustentation for 
consumer and community advancement. Of the 49 mentions of “support” via the 
corporate Gap Inc. Facebook group, four (8.2%) were directed towards a positive value, 
through examples of the corporation providing to the community. One post stated, “Gap 
is proud to support Exploring the Arts, which Tony Bennett created with his wife Susan 
Benedetto.” This post referenced that the company is making a positive impact on others 
by providing support to their community members, through collaborating with a 
nationally recognized program that allows members to explore the arts. This fits into their 
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corporate vision statement, in that Gap is acknowledged by members as impacting local 
communities and consumers beyond the retail environment.  
In contrast, over 90% (45 out of 49) of the postings that referenced “support” 
were stated negatively towards Gap as a company or its corporate decisions. During the 
course of this research, the corporation was involved in an investigation towards animal 
cruelty and angora fur harvesting. Consumers were angry and often posted negative 
statements regarding the issue. One post stated, “I will not support any of your products 
until your company commits to stop the torture of animals.” This statement, in 
comparison to the first, is negative towards Gap as a company. This form of support 
suggests that the user will no longer tolerate the company’s actions. The Gap stated that 
they wished to provide support to consumers and their communities, as a way to show 
that their company cared about the future. Yet, this post references that users are 
inherently providing support to the corporation, likely through purchasing their goods, 
which they will cease if actions are not taken to correct the perceived animal torture. 
Support in this instance is no longer demonstrated on the public by the company, as 
promoted in their corporate literature, but rather a construct of consumer support towards 
the retailer, which may cease at any moment. In this instance, support is a two-way 
feature that acts upon both the consumer and retailer.   
Similarly, 18 of the posts that used the keyword “supports,” all but one was 
negatively directed towards Gap. The one positive post stated, “Gap gives back right here 
in our own backyard as a company, allows individual stores to give to causes important to 
their community and supports global human initiatives all year long, not just during the 
holiday season.” This posting embodies what Gap hopes to portray to their customers 
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through their vision. However, over 90% of the other posts were negatively directed 
toward the company, and specifically focused on its involvement in the angora fur 
scandal. One post stated, “You’re [Gap] now known as a company who supports animal 
abuse.” In addition to this post, several of the page’s members posted a similar sentiment 
along with an image of a rabbit that displayed the words, “GAP: STOP SELLING 
TORTURE,” with torture being written in red letters. The picture was in addition to the 
negative statements and added a new layer of imagery to the negativity of these postings. 
Another commonly found keyword in this theme was the word “community.” Gap 
refers to their community as both consumers and other individuals who may be impacted 
by Gap corporate decisions. Overall the keyword was used 13 times in the three months 
of review, but was used only in the month of December. One member posted the same 
comment three times during the month of December, in which the member thanked the 
company for recognizing members of a religious community in their recent advertising 
campaigns. This posting was not directed towards the Gap community, but rather an 
outside group of individuals, therefore making it out of context with the vision statement. 
In the middle of December, a posting was made specifically to the “Gap community,” in 
regard to suspending the sale of any angora products. Following this post came additional 
postings that referred to the corporate community in both a positive and negative fashion. 
Around 40% (five of 13) postings referred to the Gap community as being “fun” and 
encouraging “outreach.” These postings helped to reflect the vision statement regarding 
their community involvement. However, another 40% (five of 13) of other postings were 
in reference to the animal community and how Gap had negatively impacted it. Although 
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it was an even split between positive and negative postings on community, these five 
negative postings elicited a much greater response among other members.  
Postings regarding the terms “community,” “conscious,” “impact,” and 
“communities” also were noted by members. Each of these words, with the exception of 
one mention of conscious and communities, were out of context with the vision and 
culture statements. There was one mention of the keyword “conscious,” however, the 
member noted that it was the world which was “becoming full of more conscious and 
caring consumers.” In this context, conscious is not used to describe Gap as being aware 
of the impact its actions has on consumers, but rather that consumers already know the 
outcome of such actions. Similarly, “communities” was mentioned by a member who was 
thanking the company for allowing individual stores to give back to their local 
communities. This mention highlights that the keyword communities was used in a 
context that reflected Gap corporate literature.  
Theme 1b: Integrity as a hallmark of business. The core value of the Gap Inc. 
culture is to maintain integrity in business. Their brand culture statement focuses on 
remaining honest and sincere in efforts to conduct business; therefore, keywords and 
phrases were derived from this literature and the corporate webpage. In total, 42 mentions 
of keywords and phrases from theme two were found over the three-months.  
 The most mentioned phrase among postings was “right thing.” The Gap refers to 
this phrase in their Code of Business Conduct as a notion of the company doing the right 
thing for its consumers, employees, and the community as a whole. In total, 12 of 31 
posts (38.71%) referred to the Gap retail business doing the right thing in a positive 
aspect. One posting stated, “You’ll gain respect and more loyal customers who will know 
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that, even when it’s hard, Gap steps up and does the right thing.” Most of the statements 
in this regard were posted in response to the company suspending the sale of goods 
containing angora. These statements read as a “thank you” to the Gap for making an 
appropriate, ethical choice. It is this type of statement that promotes the theme that this is 
a business operating with integrity and honesty. However, over 60% (19 out of 31) of 
these posts were written with a negative connotation. While most still focused on the 
angora fur issue, some also quoted unfair labor situations and how Gap could do the right 
thing to stop it. These postings seemed to implore the company to stop negative practices, 
as if the consumers questioned whether Gap was listening to them. One posting asked 
Gap to, “… please, do the right thing and BAN all sales of angora in your line.” While 
these postings still reference the company and doing the right thing, they are written as 
though the consumer is begging it to engage in ethical practices. In this sense, it appears 
as though the consumer is questioning the Gap’s integrity and will need proof that the 
company works with the best interest of their customers in mind.  
 The other common keyword used in these postings was “trust,” which only 
occurred in the month of December 2013. Gap’s Code of Business Conduct noted that 
consumers should trust in the company and that it would do what was best for its 
customers. Trust in this form is extended from the consumer to the retailer. However, 
only around 20% (two of nine postings) referenced the Gap as gaining the consumer’s 
trust, and even those seemed to have a questioning undertone.  One posting stated, 
“Although I want [to] trust you, I need to be sure.” This type of statement brings to light 
that the company was actually losing the trust of its consumers and needs to engage in 
practices that reassures customers that they are being heard. In a similar fashion, over 
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75% of the postings (seven out of nine) involved comments regarding a negative trust in 
Gap or an opinion based version of trust, such as “trust me.” One comment cautioned, 
“Don’t trust the labels!” in regard to the angora debate, while others gave their opinion by 
opening with, “Trust me…” Negative forms of trust, as well as those that question the 
Gap, suggest that since trust must be extended from the consumer, the company was 
failing to promote actions that reassured them. This negative reflection is counteractive to 
corporate literature, which suggests that the company gains its integrity through 
consumer trust.  
 The keywords “right from wrong” and “integrity” also were used by members, 
however both were used in conations outside that which corporate literature set forth. The 
phrase right from wrong was used by a member, which suggested that he or she knew 
what was right and what was wrong, in terms of the angora fur debate. Similarly, another 
member quoted that “your company [Gap] lacks integrity,” in reference to claims of 
animal cruelty through angora fur harvesting. This posting, while referencing integrity in 
the same context as corporate literature suggests, is negative towards the corporation, 
showing that consumers are able to mandate what they consider varying levels of 
integrity.  
Theme 1c: Social and environmental responsibility. The Gap Inc. has clearly 
defined their stance on social responsibility by creating core pillars that measure success: 
environment, community, employees’ volunteerism, and human rights. By contributing to 
each of these four pillars, the company states that they are acting on their responsibility to 
provide social and environmental improvements. There were 38 total mentions of 
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keywords or phrases associated with the Gap’s policies on social and environmental 
responsibility.  
 Of all the keywords and phrases, the most used by members was “workers.” Gap 
referred to workers in its pillar of human rights suggesting that the company is improving 
workers conditions and engaging in fair labor practices. However, 95% of mentions (18 
out of 19) were directed towards negative social responsibility on the part of the 
company. One member stated, “Why won’t you stop supporting sweatshops in 
developing nations and support workers rights to safe work places and living wages.” 
These statements directly challenge Gaps social responsibility, as it references Facebook 
group members’ belief that the company is negatively impacting their workers.  
 The other words and phrases within this theme were evenly distributed in terms of 
frequency. The phrase “social responsibility” was mentioned five times, all in a response 
to an e-mail one member received from the Gap regarding their stance on the angora 
debate. The phrase was found in reference to the “Head of Social Responsibility at GAP.” 
In this sense, it does not refer to Gap as being socially responsible, but rather the 
department at the Gap headquarters. Similarly, the environment was mentioned four 
times, but only once in terms of environmental protection. One member stated that the, 
“…GAP should be more progressive in its policies and protect animals and our 
environment.” In pillar one, environment, the Gap does refer to policies that aid in 
environmental protection. However, this member seems to believe that the Gap is not 
actively participating in protecting the environment and has used the Facebook group as a 
platform to voice concern. This statement, thus, is counter to Gap policies set forth in 
their pillars of social and environmental responsibility. Energy is also a keyword that was 
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used four times, but three of these were referenced by the Gap to products in their GapFit 
line. The other time energy was mentioned was in regard to a spiritual connection by a 
consumer. Therefore, energy was never directly mentioned in terms of conservation 
which is counter to the pillars Gap has set forth to measure success in social and 
environmental responsibility.  
  The keyword “waste” was mentioned twice by members. One member referenced 
that advertising promoted the “shameless waste of money,” while another member stated 
“… the Gap ads have lately been a waste [for them].” These two references view waste as 
being a construct of time or expenditures, rather than physical waste in the production of 
goods and services. Gap promotes waste as being part of their campaign to create 
environmentally friendly goods and services, suggesting they view waste as being the 
physical feature. Similarly, the keywords “ labor standards,” “laws,” and “workers rights” 
were all mentioned, however each was negative towards Gap. These mentions did not 
highlight the Gap as being leaders in social responsibility, but rather suggested that Gap 
was engaging in socially irresponsible practices. Finally, the keyword “P.A.C.E.” was 
mentioned once. Personal Advancement and Career Enhancement (P.A.C.E.) is a 
program initiated by Gap to improve the lives of women and their families in seven 
countries through education and skills workshops. The posting referencing “P.A.C.E.” 
was asking members to contribute to the cause and provided a website with donation 
details. This posting therefore was successful in mentioning a program from Gap’s four 
pillars of social and environmental responsibility, as well as raising awareness for the 
campaign. 
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Multimedia Analysis – Feature 1. In addition to textual information, qualitative 
data from images and videos provided clarification to keyword counts. One of the most 
prominent features was the inclusion of images and videos displaying animal cruelty in 
the angora fur industry. Members posted six different graphics displaying violent images 
of rabbits being ripped of their fur. Additionally, members posted a video that displays 
the fur harvesting process, as well as a link to the claims by People for the Ethical 
Treatment of Animals (PETA). The most prominent image is that of a rabbit, which is 
having fur pulled from its skin, with the phrase “GAP: STOP SELLING TORTURE,” 
embedded within the graphic (see Figure 3). 
  
 
Figure 3. Image depicting detest of animal fur harvesting. Reprinted from Gap Facebook group. 
2014, Retrieved March 28, 2014, from https://www.facebook.com/gap?ref=br_tf. 
 
 It is a striking image that suggests the anger and detest that the posting member 
feels towards the situation; the graphic essentially becomes the voice for the campaign on 
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the Facebook group. Some members would post a comment, often demanding that Gap 
change their fur policies, along with one of the images.  
 In regard to brand vision and culture, members often would post an image of 
video along with phrase like “right thing” and “support.” Some members would post the 
image and ask Gap to do the right thing, while others deplored the process and 
reprimanded Gap for their support of the fur trade industry.  
Another image found within this theme was one that accompanied the posting 
about P.A.C.E. Below, a young woman is shown working in a garment factory, with a 
large smile on her face (see Figure 4). She seems happy and content in her position.  
 
 
Figure 4. Promotional image by Gap demonstrating how P.A.C.E. program has successfully 
helped 25,000 women gain skills and education. Reprinted from Gap Facebook group. 2014, 
Retrieved March 28, 2014, from https://www.facebook.com/gap?ref=br_tf. 
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Along with the image was the tagline for P.A.C.E. and a statistic that read 
“25,000 women who made our clothes have gained skills and education through 
P.A.C.E.” The careful selection of image, along with the inclusion of a positive statistic, 
helped to bolster Gap’s claims of social responsibility. The members who see this image 
are likely to associate it with advances in worker conditions, and view this as a positive 
impact Gap is making on the community. Within feature 1, it appeared as though the 
images were used as a graphic display of select keywords, helping to put a “face” to the 
textual data. 
Feature 2: Brand positioning. A brand will find difficulty surviving without 
selling goods. Products must be positioned in a way that is attractive to consumers and 
elicits a positive response. Additionally, advertising and marketing campaigns should be 
relevant to consumers and allow them to better understand the message within each 
campaign image. This non-product specific brand positioning allows the retailer to couple 
physical products with mental models. Within brand positioning, 632 total keywords 
were mentioned by members. Of these, the most popular thematic keywords were 
“jeans,” “sweaters,” “care,” “sale,” “campaign,” “online,” and “customer relations.” 
Theme 2a: Capabilities of products. After the brand has established a vision and 
culture, it then must determine a set of capabilities that distinguish it. The first stage in 
this process is to define the physical artifacts, or products, of the brand. In the case of 
Gap, these products are the goods that are offered to consumers. This theme focused on 
keywords that related to specific products, as dictated by the categories of products on the 
Gap retail webpage. These physical goods helped define the company and distinguish the 
brand from competitors. 
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Founder Donald Fisher created Gap when he could not find jeans that fit him 
properly. He opened his own store in San Francisco, focusing on denim as the major 
product category. Due to the historic nature of the denim jeans, Gap often has reinvented 
its jeans and markets them as its major product. Overall, the keyword “jeans” was found 
40 times, 77.5% (31 out of 40) of the mentions being about the product itself. Of nine 
mentions not regarding the products themselves, most came from an article that noted, 
“Journalists find 12-year-old girls making Old Navy jeans for Gap in Bangladeshi 
factory.” The article was linked to another webpage and focused more on neglectful 
behaviors of the company toward social responsibility, rather than the products 
themselves. Therefore, this mention of jeans was focused more towards negative aspects 
of vision and culture.  
In most instances, the keyword jeans was used to describe the Gap product. When 
communicating about jeans, customers focused on the product in varying ways. One 
member stated, “What did you do to the jeans sizing?!” insinuating that the jeans no 
longer fit the way they did before. While this type of statement may appear negative 
towards Gap, it is still mentioning the branded product. As the company functions to sell 
and market these products, conversations about them, positive or negative, still promote 
the nature of the good itself. Other statements included members asking what kind of 
jeans were pictured on the Facebook group in a promotional image or statements that 
suggest how the member would wear the jeans such as, “Any darker [shirt] will blend too 
much w/ the jeans…” Those types of statements still directly mentioned a Gap branded 
product, but placed them in a different context. These mentions suggested that members 
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were actively discussing not just the products, but how they can incorporate them into 
their lifestyle, thereby integrating the brand with the individual. 
The second item most commonly mentioned was “sweaters.” While jeans are a 
product that the brand prides itself, sweaters were mentioned simply as another category 
of items on the Gap webpage. Sweaters were included as integral to the product 
assortment of the company, as they were mentioned in women, men, and children’s 
apparel. Unlike jeans, however, sweaters were only mentioned 30% (12 out of 40) of the 
time as being a Gap branded product. Member postings about sweaters mentioned with 
promotional images made statements such as “I swear sweaters like those are never 
available at my local Gap store…” These statements directly addressed the product, and 
how the member interacts with it. However, most of the mentions of the keyword 
“sweaters” came from discussions about angora fur. Members posted questions to the 
company about items they noticed that contained angora, such as “Saw angora sweaters 
in your store… What about those? Remove all angora products from every one of your 
stores owned by Gap, Inc.” Other consumers posted responses to Gap promotional 
advertisements featuring sweaters that showed fur being ripped from rabbits, placing the 
product as a piece of another campaign. While these statements still reflected the 
products being mentioned, the context places them as being pieces of a larger debate 
about fur trade, rather than about the product being part of the brand. 
In total, 24 other products were mentioned by members, both in the context of the 
products being branded by Gap and in terms of social responsibility. Most of the product 
mentions were directly related to an item being sold or marketed by the company. The 
products were being discussed in terms of their relationships to the brand itself, but also 
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relative to how members might use the product in their lives. Therefore, members were 
writing about the products and their physical uses in most instances, reinforcing that Gap 
branded products promote brand positioning strategies. 
Theme 2b: Product specific reviews. Upon defining a set of products to promote 
the brand , these products then must be evaluated by consumers for their success or 
failure. Companies – like the Gap – often allow consumers the option of completing 
online reviews through a questionnaire and with open-ended comments. The mentions of 
keywords in this theme are meant by the Gap to reflect how products are perceived and 
used by the consumer. 
The most mentioned keyword in this theme was “care.” The Gap promotes this as 
consumer care for an item, such as washing or wearing the garment in harsh weather 
conditions. It is a feature set forth by the Gap as a measure that promotes how their 
products handle stressors, placing the keyword as a noun. However, nearly 98% (41 out 
of 42) of the mentions of this keyword related to the angora fur debate. Members posted 
phrases such as, “If you really care about this matter, you will have to do better than 
essentially not buying any more once you run out of fur.” In these statements, the word 
care is used as a verb, suggesting that the company should feel concern or interest in the 
matter. The word was never used by a member in the original context set forth by Gap, 
suggesting that consumers do not discuss matters of garment care or construction on 
these social media accounts. Instead, they use the platform to discuss issues of social 
responsibility, which may elicit multiple forms of the same keyword.  
Another common keyword in this theme was “quality.” Gap uses this phrase in its 
product review process to discuss the overall quality of an item. This could be from the 
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product features to the overall discussion of the wear life of a garment. However, only 
33% (four out of 12) of the mentions discussed the quality of an item. One member 
noted, “Gap makes good quality…” This phrase suggests that consumers are aware that 
products have quality features and will provide ample wear for the cost. Most of the 
mentions of quality were either out of context or in regard to actions taken against the fur 
trade industry. One posting referenced “quality time,” taking the keyword out of its 
original context as a characteristic of a product and placing it as a characteristic of a 
lifestyle. The keyword also was mentioned in a Gap generated response to an e-mail sent 
by an upset member regarding the angora fur trade issues. The company responded with a 
statement that, “The Gap stores key values are: Integrity, Respect, Open-Mindedness, 
Quality, Balance.” In this phrase, the context of the keyword is undefined and could be 
taken to mean several interpretations. This could be in reference to the quality of the 
goods or quality as a measure of excellence.  
Keywords with multiple variations in context commonly were found within this 
theme. The company uses the keyword chest in reference to how comfortable a garment 
is in that area. One time the word chest within the data was mentioned out of context, to 
describe a physical wooden chest. The word never was used to describe the fit of a 
garment in the chest area, as Gap suggested it should be used. The word sleeves was 
found three times, all from an unsolicited advertisement. Another company made a post 
regarding items they sold, and sleeves were mentioned within that posting. Therefore, the 
keyword was not found in the context of Gap’s review policies but rather outside of what 
the company intended. Within this theme, keywords often were used in a context not 
relevant to corporate literature on product reviews. Members may have been unaware of 
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Gap’s open review policy online and thus were more likely to discuss the keywords in an 
outside context. 
Theme 2c: Non-product positioning information. When positioning a brand, a 
retailer must look not just at products but how the brand is performing as a whole. Non-
product specific information allows the retailer to view the brand as it is communicated to 
the consumer, often through advertising and shopping experiences. Mentions of 
keywords in this theme suggest that consumers are aware of the non-product specific 
information being set forth by the Gap. 
The most mentioned keyword of this theme was “sale.” Overall, the keyword was 
used in two specific contexts: as the non-product specific sale of goods and as a means to 
express concern over the sale of angora products. Of the 66 total mentions, 25 (37.9%) 
were directed towards the sale of goods. Postings referenced the keyword in a context 
such as “Bundle up with our newest #sale!” These mentions placed the word to reference 
the physical sale of goods. This context supports the Gap and its non-product specific 
positioning information, as members are promoting the sale of merchandise without 
specifically mentioning products. This context supports the positioning ideal that 
members are discussing and engaging in these sale activities. The second context of the 
word sale – in regards to angora fur sales – was mentioned 40 times (60.61%). Members 
used the Facebook group as a way to promote their ideals that the company should stop 
the sale of all angora fur products and actively fight against animal cruelty. Members 
posted phrases such as, “YOU need to STOP the sale of angora not suspend… until you 
stop the orders I will not spend another dime in your stores.” These mentions function in 
two ways. First, many of these comments were used as opening sentences to accompany 
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one of the graphic images of fur harvesting. They still were asking the Gap to stop the 
sale of angora, but seemed to function as the personal touch to a common image. The 
second context was that of members who ask the company to stop all sales of fur 
immediately, almost as a personal plea. Posts such as, “Gap – Please ban the sale of 
screaming angora rabbit products” promote the idea that consumers are aware of the issue 
and are asking the company to realize their actions. These statements fall into a category 
of social responsibility as well as non-product specific information as they acknowledge 
the sale of goods but in terms of change. 
The other common keywords in this theme were “campaign” and “online.” In 
terms of campaign, Gap uses this phrase to describe the entirety of advertising and 
marketing materials. A campaign is the holistic view of non-product specific positioning 
information, which displays outward advertising to the consumer.  Around 25% of the 
posts (10 out of 41) directly mentioned the current Gap advertising campaign. One 
consumer noted that Gap’s “Make Love” campaign was “…timely, world-conscious.” 
Another noted that the “creative director for this campaign is a friggin genius.” In this 
context, consumers were aware of the current campaign and supported its ideals. This 
response is what Gap aims for with each new campaign, as it communicates that 
consumers understand the meaning behind the message.  
Another mention of campaign was used to highlight the issue of angora fur. Some 
members were unaware of the fur debate until other members began posting images and 
videos. One post noted, “I didn’t know that it was like this till this campaign. I can’t 
believe it!” Another stated, “… I will be on a never ending campaign to boycott The 
Gap.” These statements promoted a secondary campaign that was against the angora fur 
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trade practices. Although the same keyword was used, it was a consumer fueled 
campaign, instead of one sponsored and paid for by the Gap. Thus, discussions of these 
campaigns were drastically different, as the consumer angora campaign actually deplored 
the company for their role in the debate.  
The keyword “online” also was prominently found in the data. The Gap promotes 
their non-product positioning in multiple outlets, including online methods. In terms of 
overall keywords, online was one of the few media outlets mentioned within the postings. 
In mentioning the keyword “online,” 24 of the 39 (61.5%) total notations were relative to 
products and sales. Members would ask questions such as “Is this sweater available 
online? I can’t find it.” Additionally, postings were made to inform consumers of sales 
happening at various outlets such as, “Get ready for 50% off in stores and online.” These 
postings suggest that the Gap was successful in exposing members to non-product 
specific information, such as making them aware of the online resources that are 
available. This information means consumers were in contact with non-product media, 
such as advertisements or merchandising techniques and were aware they could use those 
means to their advantage. 
Within this theme were mentions of positioning techniques, such as the mentions 
of Gap’s Styld.by campaign, which paired the retailer with bloggers to promote the 
incorporation of Gap items into a wardrobe. These mentions all were made in context to 
the words as Gap intended, suggesting that these positioning techniques were working. 
Members are aware of these techniques and have responded positively to them. 
Theme 2d: Review of non-product positioning information. It must be assessed 
how members view non-product positioning. Gap uses market research to analyze these 
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issues, but also can use social media to determine how members respond to this content. 
The company often focuses on the customer experience, usually through their satisfaction 
surveys. The most noted keyword was “customer relations.” However, these mentions 
were not made by members towards a satisfying experience or how they felt appreciated 
as a customer, but rather all 40 notations were made about the customer relations 
department at Gap. These postings were made by “employees” that responded to certain 
consumer requests, such as for a promotional code or information on an item. The 
member would always sign the post with their name and “customer relations.” This 
information does not communicate how consumers view their relationship with the brand 
through positioning, but rather simply promotes a department at Gap corporate.  
 Additional postings in this theme also talked about responses to consumer 
requests and customers experiences. One member used the group to voice her problems 
with an in-store experience to which the Gap responded with, “We’ll share your 
comments with the leadership of this store and look forward to improving your 
experience.” This statement promotes the notion that while the member had a negative 
experience, the company was aware of the issue and would work to promote a more 
positive shopping environment. The mention of responses and experiences show that the 
Gap is conscious of consumer reviews regarding non-product positioning and will work 
to ensure that all parties involved hear the information. 
Multimedia Analysis – Feature 2. When discussing brand positioning, the 
analysis of images and videos provided a secondary means to address the textual data. In 
terms of multimedia, the most prevalent example of positioning came in two forms: 
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through collages of products and features by bloggers. The Gap is diligent in posting 
examples of its products and how they can be combined into outfits (see Figure 5).  
 
Figure 5. Outfit generated by Gap Inc. featuring Gap branded products. Reprinted from Gap 
Facebook group. 2014, Retrieved March 28, 2014, from 
https://www.facebook.com/gap?ref=br_tf. 
 
 This product positioning provides the consumer with a cohesive view of the goods 
offered by Gap and how they could be incorporated into different lifestyles. These images 
spark the interest of members and have allowed consumers to see an item in an action 
position, rather than a static format on a webpage. Images and videos also were displayed 
through Gap’s collaboration with bloggers. The result of this collaboration was the 
website Styld.by, which allows bloggers to create outfits with Gap items incorporated 
into them. As shown below (see Figure 6), a posting was made around four or five times 
a month that displayed various outfits from the Styld.by community with links to those 
specific bloggers.  




Figure 6. Featured garment collaboration between blog Penny Pincher Fashion and Gap’s 
Styld.by campaign. Reprinted from Gap Facebook group. 2014, Retrieved March 28, 2014, from 
https://www.facebook.com/gap?ref=br_tf. 
 
 This feature allows members to see how Gap products can work with existing 
components. This type of positioning suggested that Gap products were adaptable to 
different lifestyles and consumers. Finally, images and videos were used in non-product 
positioning. The Gap “Make Love” campaign began during analysis (see Figure 7). This 
campaign was promoted through the Facebook group, often with images displaying 
celebrities endorsing various ideals. These images often provoked discussion by members 
who commended the Gap for creating a worldly campaign. 




Figure 7. Promotion of Gap 2014 holiday campaign “Make Love.” Reprinted from Gap Facebook 
group. 2014, Retrieved March 28, 2014, from https://www.facebook.com/gap?ref=br_tf. 
 
 If the Gap had released these images only in stores, the online members would 
have been unable to see this positioning and its message. 
Feature 3: Brand personality. The function of a brand personality is to provide 
the brand with human qualities. These features allow consumers to feel connected to the 
goods and services being offered, as if they were constantly interacting with another 
human. Overall, there were 88 keywords mentioned within this theme. The most 
frequently used terms were “compassion,” “cool,” and “unique.” 
Theme 3a: Gap Inc. as iconic.  The first theme promoted by the Gap in its 
personality is that of being iconic. The company has been in business since 1969 and 
claims to promote the same ideals that made them an icon in the retail world. The brand 
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suggests that it is through history and responsiveness that the Gap has become a 
worldwide icon. 
 The most mentioned keyword for this theme was “compassion.” The company 
describes their brand as being iconic through humility and compassion stating that it was 
through history and sincerity that a compassionate brand was built. All 12 mentions of 
the keyword compassion referenced social responsibility issues. The keyword was never 
used in the context of Gap itself having compassion as a brand, but rather focused on a 
specific campaign. Members used the term to ask the company to show compassion 
towards the ethical treatment of animals. One member asked Gap to “Please have 
compassion and pride in all that you do in your company.” Another stated that, “… 
compassion is winning over consumerism.” These statements promote compassion as a 
whole, but seem to be asking the Gap to be more compassionate. It is as if consumers 
question whether the company is a compassionate business, which is counter to the 
retailer’s claims of being founded on compassion.  
 Other keywords from this theme were mentioned briefly by members, such as 
“history” and “icon.” The other keywords in this theme often were mentioned out of 
context from Gap’s claims. The company promoted being iconic because of its history, 
yet members used the term to talk about history as a subject. While the history of Gap 
was never mentioned, the history of other subjects such as religion was discussed. The 
company claims their brand is a cultural icon; however, the only mention of the word was 
in relation to an icon button on a webpage. As these keywords were written out of context 
from corporate literature on the brand as being iconic, it suggests that consumers may be 
unaware the constructs that make Gap an icon. 
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Theme 3b: Gap Inc. as Inventive. The second theme the Gap builds its 
personality upon is being inventive. Although the brand that was started in 1969, it prides 
itself on being modern. The corporate webpage promotes the concept that the company 
wants individuals to feel unique and creative, and for consumers to utilize their products 
for innovative style combinations.  
 Keywords rarely were mentioned in this theme, but the most prevalent was 
“unique” with six total mentions. When these words were used, they were not in context 
to the Gap being a unique brand, but rather through an e-mail response from the company 
in regard to the angora fur practices. The e-mail noted that Gap provided “…unique store 
experiences…” This phrase does not suggest the company is a unique entity as a whole, 
but rather just their store experiences are unique. That phrasing would not take into 
account online experiences or unique products. The term modern was used to describe 
products and experiences. One consumer mentioned, “I like this family photoshoot… It’s 
different! More of the modern street look,” when the retailer posted an image of a family 
wearing their brand clothing. This comment suggests that the member does view the Gap 
as being modern by providing up-to-date clothing. This keyword mention was the only 
one within this theme that fit the context of corporate literature on being inventive.  
Theme 3c: Gap Inc. as American. When the Gap promotes itself as being 
American, it is referring to their foundations. Donald Fisher described the brand as being 
California cool, which the retailer now uses to describe their casual, American style. 
 Overwhelmingly, the most common keyword was “cool,” with 35 total mentions. 
Of greater note, is that this keyword generally was split between two ideas: products and 
people. A total of 18 (51.43%) mention products as cool. The most commonly used 
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phrase was “So cool,” when reacting to outfits that Gap or bloggers posted. Another post 
asked members to “Step into a cozy, cool look…” The company using their own 
keywords in postings, they are communicating to the consumer how they view their 
personality. Since the Gap used this keyword in their own postings, it could have 
influenced the fact that consumers readily referred to items as being “cool.” 
 The second way the term cool was used was to describe an individual. Eight of 
the 35 mentions (22.86%) noted that an individual, often a celebrity from a campaign or 
blogger, was a cool person. It is still used in the context of an informal adjective, but 
discusses personal attributes of the individual that makes them cool. None of these 
mentions suggest that it was Gap products that added to their appeal.  
Multimedia Analysis – Feature 3. In discussing personality, images were 
analyzed in terms of their strength in depicting the brands traits. As with positioning, 
most of the images that represented this theme depicted Gap brand products.  
 One way that images were used to display personality traits was through the use 
of blogger images (see Figure 8).  




Figure 8. Screenshot featuring various blogger collaborations with Styld.by promoting Gap as 
being “cool.” Reprinted from Gap Facebook group. 2014, Retrieved March 28, 2014, from 
https://www.facebook.com/gap?ref=br_tf. 
 
Taglines featuring keywords, such as “cool,” were used to spark conversation 
among members. By combining a keyword with an image that denotes what Gap finds 
cool, it helps consumers to make connections for themselves. Additionally, images 
displaying best selling products, such as jeans, helps to promote the Gap personality of 
being iconic, inventive, and American. Since the Gap was started with the intention of 
providing everyone with a great pair of jeans, by showcasing images with these features, 
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the Gap is promoting the idea of being iconic and American (see Figure 9). 
 
Figure 9. Posting generated by Gap in regard to consumer requests about a pair of jeans. 
Reprinted from Gap Facebook group. 2014, Retrieved March 28, 2014, from 
https://www.facebook.com/gap?ref=br_tf. 
 
 By pairing these iconic pieces with new, modern garments, the Gap is able to 
promote the idea of being inventive. It is through the use of images that they can connect 
a keyword to actual products and ideas. 
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Feature 4: Brand reputation. Brands function through their vision, positioning, 
and personality, however an identity is not fully formed until reputation claims have been 
addressed. A reputation truly begins with the retailer, as they must set the perceptions of 
its brand, which then are confirmed or negated by consumer reviews. These reviews are 
the drivers of change for a brand, which ultimately allow for reputation to become a 
construct of identity. Overall, 44 keywords were found in the brand reputation feature. 
Theme 4a: Perceptions of the brand over time. When a brand views perceptions 
of itself, they are often over an extended period of time. One specific negative review 
rarely uproots a history of positive identity features. A brand that carries overwhelming 
negative reviews is unlikely to benefit from one positive response. A reputation is formed 
as the brand progresses with time. 
 The most noted keyword for this theme was “favorite,” with 30 total mentions. 
The Gap views their brand as transcending time and maintaining its stance as a 
worldwide favorite; therefore, the brand itself and products should be favorites among 
consumers. For the majority of keyword mentions, members did focus on products as 
being their favorite. There were 12 (40%) mentions regarding products and three (10%) 
described Gap as being their favorite store. One member noted, “Gap is my favorite,” and 
another, “This is my favorite style!” These types of phrases suggest that consumers are 
aware of Gap’s reputation and place the brand as possessing their favorite items. The 
products, as well as the brand as a whole, is viewed by members as being timely and 
ultimately promotes it to a place as being a “favorite.”  
Theme 4b: Drivers of change. Once consumers have formed their extended view 
of a brand, and the retailer has reviewed its own perceptions, the brand then can change 
EXPLICIT DISCLOSURE IN RETAIL COMMUNICATION                
 
97 
to meet new needs. Just as a brand forms a reputation over an extended time, change 
happens gradually to meet demands.  
 Within this theme, the keywords were small in number but evenly distributed. The 
word “growing” was mentioned four times, with three of the times being out of context. 
These three mentions involved the growing of a specific religion and did not mention 
Gap in any way. The other mention of growing came from a member who stated, “I do 
not want my grandchildren growing up in a world where businesses torture animals.” As 
with the other, this view of growing does not extend to the Gap, but rather to an 
individual. This suggests that members are unaware of the Gap growing as a company, 
and their continued growth since the beginning of the company. The other keywords 
mentioned were “global,” “doing what’s right,” and “growth.” The term global was used 
in context to the “Global Labour and Human Rights organization,” which accused Gap of 
enforcing unfair labor conditions at their factories. The context of this keyword suggests 
that consumers were unaware of Gap’s global growth and how it has changed in recent 
years. Instead, consumers believed that Gap was engaging in unfair global practices, 
negatively impacting the brand reputation overall. The phrase doing what’s right was 
used by one member to persuade Gap to stop using any fur products. It was used in a 
vague sense that individuals should engage in doing what’s right for the sake of humanity 
and not directed towards Gap’s actions specifically. The keyword growth referred to a 
posting about the growth of “U.S. Latinos” in art and activities; therefore, this keyword 
does not discuss Gap as experiencing growth, as they suggest in their corporate literature.   
Multimedia Analysis – Feature 4. In terms of reputation, images and videos 
sometimes can speak more strongly than words. Even though keywords from this feature 
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were not directly mentioned in terms of the angora fur debate, the images associated with 
the cause are a reflection of reputation.  
 When images are posted that work against perceptions of the Gap, in such great 
volume as found on the Facebook group, change may need to happen rapidly to meet 
those demands. Instead of gradual changes to meet smaller needs, a great influx of 
graphic images from the campaign caused the Gap to address the issue quickly.  
 Between October and November, there were a few hundred images or videos 
posted regarding angora fur harvesting. However, beginning in December, there could be 
over 200 images posted in one day about ceasing the sale of angora fur. On December 18, 
2013, the Gap released a message that they were suspending all sales of angora fur items. 
The quick change was a result of perceptions placed on the brand by consumers. This 
suggests that images play a larger role in perceptions and reputations than textual data 
alone.  
Summary 
 This chapter addressed the qualitative analysis of keywords within each of the 
four features. A qualitative analysis was necessary to address variations and the context 
of keywords. By assessing textual and multimedia data from a qualitative point of view, 
the question of why these keywords are important was answered. When quantitative and 
qualitative data are combined, a holistic view of branded identity and undetermined 
relationships on social network sites can be created.  
 Within the brand vision and culture feature, members were quick to point to 
issues with Gap’s social responsibility to provide quality goods and services. The 
members started their own campaign against the use of angora fur. Members implored 
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Gap to stop supporting the angora fur trade and to do the right thing. These keywords 
also were used to promote corporate literature on ways in which the company could 
impact the community. In terms of social responsibility, the Gap had set forth its own 
pillars to measure success. Members on social network sites, however, may wish to 
discuss their own social responsibility issues. The undetermined relationships formed on 
these sites rely upon varying visions and cultures to promote issues. One single issue 
discussed by the retailer may be overlooked in preference for those of members. 
 When a brand works to position both its products and services, it must be certain 
that members understand this placement. The Gap seems successful in placing its 
products and having members discuss those items. Members were less likely to discuss 
keywords associated with product reviews in the same context as the company placed 
them. In terms of non-product positioning information, members frequently discussed 
terms that provided them a benefit, such as sales or a campaign. In the reviews of this 
information, members were unlikely to discuss a specific item that was placed by the Gap 
unless it was in response to their own questions and claims. On social network sites, 
products and services can be positioned properly if members understand the context of 
the feature. The undetermined nature of relationships being formed on these sites suggest 
that consumers are willing to talk about the positioning of a brand but must first be 
comfortable with the company itself. 
 A brand must clearly define its personality in order to humanize itself with 
consumers. Often a company sets forth a list of traits with which they identify. However, 
these traits may not be fully understood by consumers. The Gap defines itself as “iconic,” 
which could possibly be taken in a negative connotation on Facebook. Social network 
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sites are platforms for open communication, where all members are equal, which means 
labeling your brand as an “icon” could be seen as pretentious by some users. If members 
are to believe that a brand is inventive or American, the company must clearly define 
those terms. The nature of undetermined relationships can cause translation issues across 
multiple cultures. If a brand wishes to be successful in establishing personality traits, they 
should be aware that social network sites could have varying levels of understanding. 
 Once a brand has established a vision, culture, positioning strategy, and 
personality traits, it is then the consumers and internal stakeholders who shape a 
reputation. Since a reputation is formed with time, social network sites allow for a 
recount of communication to be available. Members are able to see when a retailer 
responds to their consumers and how that relationship develops. In this study, there were 
members who commended the Gap on the ways in which they handled consumer 
complaints. Other members were quick to question the company’s integrity and if it 
listened to consumers. If change is to be a positive construct, retailers must remain 
engaged in relationships on these social network sites. 
 In de Chernatony’s (1999) model of branded identity, the category of 
relationships interacts directly with the features of vision, positioning, personality, and 
reputation. These multi-directional channels are only effective if the underpinnings of 
each is individually stable. If a retailer has a weak vision, but a strong positioning 
technique, the cohesive brand identity ultimately will suffer as well.  
In addition to a disconnect between identity features, social network sites have 
blurred the lines between the roles of retailer and consumer. The formation of 
undetermined relationships on social network sites is the building block for each of the 
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identity features. Open, unrestricted communication is available and encouraged on these 
sites, meaning that even the best formed technique may need to be changed with even one 
comment. If the retailer wishes to establish a strong brand identity on these sites, it must 


























 In this chapter, five sections will be addressed in terms of their relationship to the 
data: (1) Summary of Features; (2) Conclusions from Features and Themes; (3) Model 
Implications; (4) Presentation of New Model; (5) Suggestions for Gap Inc.; and (6) 
Limitations and Recommendations for Further Study. 
Summary of Features 
 Literature on branded identity presented de Chernatony’s (1999) model, from 
which four identifying features were the focus of study. Feature 1 looked at brand vision 
and culture as being a function of future brand identity. Within Feature 1 it was found 
that members mentioned 164 keywords (17.67% of total) as defined by Gap Inc. 
corporate literature. Feature 2 viewed brand positioning as a means to place products, 
services, and information gathering techniques in a way that resonated with consumers. 
In Feature 2 there were 632 keyword mentions (68.10% of total) in terms of Gap 
identified themes related to positioning. Feature 3 focused on personality and traits of the 
brand as a whole. Within Feature 3 there were 88 keywords found (9.48% of total) that 
related to Gap literature on brand personality traits. Feature 4 looked at brand reputation’s 
ability to help form an extended time-based view of the brand. Within Feature 4 there 
were 44 keywords mentioned (4.74% of total) that referenced matters of reputation as set 
forth by Gap. A summary of these features and accompanying themes can be found in 
Tables 15 – 26 of Appendix B. 
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Conclusions from Features and Themes 
Feature 1: Brand vision and culture. The Gap Inc. defines their brand in terms 
of a vision, culture, and emotional services of the brand. These three concepts combined 
together form the overall vision and culture feature. A summary of keywords for  
Feature 1 are shown below (see Table 11).  
Table 11 
Summary of Thematic Counts within Brand Vision and Culture Feature 
Theme Theme N Theme % Total % 
Decisions Impacting Consumers/Communities 84 51.2% 9.05% 
Integrity as a Hallmark of Business 42 25.6% 4.53% 
Social and Environmental Responsibility 38 23.2% 4.10% 
Total 164 100% 17.68% 
 
Note. Total % represents the percentage of keywords within the themes of brand vision and culture as a 
whole of all keywords noted. 
 
The Gap vision statement promotes the company as being a future innovator and 
consciously thinking about how current decisions can impact consumers and 
communities, as presented in theme 1. Within this theme, members of the Gap Corporate 
Facebook group mentioned 84 keywords. As literature suggests, social network sites have 
broken the barriers of physical communities (Baym, 2010). Individuals on social network 
sites can connect on a global level, forming online communities of interest. Thus, as Gap 
makes corporate decisions, it must remember that online communities are another site of 
impact. Online community members are quick to voice their concerns, with little need for 
any personal disclosure. These results suggest that corporate decisions may first impact 
consumer communities online before they reach a physical community. 
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 Theme 2 focused on the brand culture statement. Gap Inc. promotes that their 
culture maintains integrity in business, as the company promotes activities that allow it to 
remain sincere in conducting business. Research suggests that consumers who question a 
retailer’s integrity, both in online and bricks-and-mortar venues, are less likely to interact 
with that retailer; the value of the information being provided to the consumer is lessened 
by attacks on a brand’s integrity (Gefen, 2002). During the course of analysis, questions 
and statements from members regarding angora fur harvesting nearly doubled every 
month. By December 18, 2013, the Gap had issued a statement about their part in 
suspending the use of angora fur. These actions suggest that members on social network 
sites are quick to voice their opinions and question any action they find to be unethical. 
Thus, the relationships formed between undetermined members online could become 
broken if issues of integrity arise. 
  The final theme in Feature 1 focused on the social and environmental 
responsibility pillars set forth by Gap. The company promotes four unique pillars from 
which they measure success in these areas: environment, community, employees’ 
volunteerism, and human rights. The Gap corporate literature proposed that by providing 
quality goods and services within these pillars, it was practicing positive social and 
environmental responsibility. Prior research suggests that social responsibility is a 
function of stakeholder demands; organizations must be aware of the communities, 
norms, and interests of their stakeholders in an open external environment (Maignan & 
Ferrell, 2004). The company must remain knowledgeable of current issues and consumer 
needs to better understand the context of communication happening on social network 
sites regarding responsibility. These sites provide an open platform for members to 
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communicate what they believe to be the issues that need to be addressed and gain 
support from fellow members. While the company can base practices on its own ideal of 
social and environmental responsibility, they must be willing to discuss issues brought 
forth by consumers on social network sites.   
Feature 2: Brand positioning. According to de Chernatony’s (1999) model, 
brand positioning allows the retailer to place its visions and culture in the context of 
products and services. Brand positioning accounted for the majority of keyword 
mentions, as displayed by thematic counts (see Table 12). 
Table 12 
Summary of Thematic Counts within Brand Positioning Feature 
Theme Theme N Theme % Total % 
Capabilities of Products 206 32.6% 22.20% 
Product Reviews 75 11.9% 8.08% 
Non-Product Positioning Information 280 44.3% 30.17% 
Non-Product Positioning Reviews 71 11.2% 7.65% 
Total 632 100% 68.10% 
 
Note. Total % represents the percentage of keywords within the themes of brand positioning as a whole 
of all keywords noted. 
 
 The first step in this process is determining the capabilities of the physical goods 
that are to be sold for profit, which was defined in this research as theme 1 of this feature. 
The company prides itself on the goal of founder Donald Fisher to provide every 
customer with a great fitting pair of jeans. The company frequently promotes its jeans 
with new campaigns, most recently rebranding their entire line as 1969 jeans. The results 
showed that consumers frequently mentioned jeans in their conversations on Facebook. 
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This suggests that the brand is marketing their main product efficiently and consumers 
are receptive to adding the product into their lifestyles. However, consumers also 
frequently mentioned the keyword sweaters, in regards to discussions about the angora 
fur harvesting campaign. This promotes the concept that while a retailer may hope all 
product mentions on social network sites are relevant, they may be used in a context 
outside their intended use.  
 The second theme focuses on how specific products are reviewed by consumers. 
The Gap offers a review form that provides customers with a way to rate garment 
qualities and fit, plus allows them to construct open-ended product reviews. Previous 
research in forecasting studies suggested that online product review metrics substantially 
increase the accuracy of sales models (Dellrocas, Zhang, & Awad, 2007). Other research 
corroborates this idea and suggests that consumers are more likely to read review text 
rather than a summary provided by the retailer (Chevalier, 2006). The results of this study 
suggest that consumers are willing to discuss product reviews on social network sites, 
although, at a much lesser rate than other online mediums. The reviews that were 
included on these sites often were negative and without response from the retailer. If the 
company works to promote reviewing on social network sites, and uses the platform as a 
way to communicate with consumers about product likes and dislikes, that could help 
them position their products in a positive light. It appears in these results that simply 
communicating with the consumer about a negative product experience could have 
reassured them that the Gap was aware of product quality issues and were working to 
correct the problem. The open communication allowed on social network sites fosters a 
sense of attentiveness by the retailer, which can be used to reassure the consumer.  
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 The third theme switched positioning to non-product specific information. The 
Gap engages in various advertising and marketing campaigns throughout the year and 
uses their social network sites as one medium to communicate these ideals. Research 
suggests that Web 2.0 technologies have caused consumers to no longer be content with 
receiving marketing information as companies distribute it; instead, consumers wish to be 
active participants in the campaign (Hanna, Rohm, & Crittenden, 2011). Members of the 
Gap Facebook group were quick to comment on the positive or negative aspects of a Gap 
advertising campaign. Additionally, these members did not need any response from the 
Gap about why they chose a certain individual or item for a feature. The members 
generated their own conversation from one post. The angora fur campaign was started by 
PETA but was initiated on the Gap Facebook group by members. This participation 
suggests that social network sites provide businesses with a unique marketing tool, in that 
members can become engaged in a campaign and share the message beyond social 
network site outlets. 
 The final theme in this feature focused on how non-product specific information 
was comprehended by members. The Gap promotes various forms of advertising, 
marketing, and merchandising to display both their products and ideals to the consumer. 
If these campaigns are not received or reviewed by the customer, the company is left with 
little information about what techniques might be successful in the future. If the company 
does not deal with any reviews they are essentially allowing consumers to form opinions 
about the products and services on their own, which often become negative in nature. 
This suggests that social network sites could be an integral way for the company to 
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communicate with its consumers and change any negative opinions, by interacting with 
users. 
Feature 3: Brand personality. Once a brand has established a positioning 
strategy for products and services, it must humanize these items. Individuals connect with 
goods that feel personal and unique, often with the same type of qualities they admire in 
other humans. Brand personality accounted for a number of keyword mentions, as shown 
by thematic counts (see Table 13).  
Table 13 
Summary of Thematic Counts within Brand Personality Feature 
Theme Theme N Theme % Total % 
Gap Inc. as Iconic 27 30.7% 2.91% 
Gap Inc. as Inventive 12 13.6% 1.29% 
Gap Inc. as American 49 55.7% 5.28% 
Total 88 100% 9.48% 
 
Note. Total % represents the percentage of keywords within the themes of brand personality as a whole 
of all keywords noted.  
 
The first theme in this feature defines Gap as being an iconic brand. The company 
prides itself on humility, compassion, and being thoughtful. It concludes that by being 
sincere and continuing to do what is right, it has been able to become an icon in the retail 
world. One study suggested that brands could possess traits of both symbolic and 
functional consumer needs; products do not need to be associated with expensiveness and 
exclusivity to be relevant to the consumer (Bhat & Reddy, 1998). Gap’s choice to 
position their brand as being an icon could be working negatively against their social 
network site identity. These sites are platforms for open, personal communication. If 
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consumers view the brand as being “iconic” it could suggest the company is exclusive, 
thus seen as negative and not at one with the consumer.  
 The Gap also promotes itself as being inventive, the second theme of its 
personality. The company suggests they are striving to offer modern styles that an 
individual can personalize. This freedom and expression is what allows them to be 
innovative. Research suggests, however, that brands fall into a “myth” when they follow 
similar habits, no matter how creative they may be (Holt, 2004). If a company displays 
the same product in similar ways, the consumer knows what to expect. The Gap’s 
consistent promotion of their 1969 jeans could be working against an image of being 
inventive, especially on social network sites. Members on these sites are quick to notice 
small details in a campaign or product and are more likely to voice these issues on an 
anonymous site like Facebook. If the Gap continues to use the same marketing techniques 
for their products, just with different endorsers, consumers could grow tired quickly with 
the campaign and find other sources for similar products that are more inventive. 
 The final theme Gap promotes in its personality is being American. The company 
relays this trait back to the original founder, Donald Fisher. He opened the first store in 
San Francisco, California in 1969, as a way to promote a California cool lifestyle. It is the 
brand itself that has labeled this style as being “American.” The results in this section 
suggested that consumers often mentioned products or advertisements as being “cool,” 
however, the Gap also frequently used the term in their original postings. The constant 
exposure to this word could have influenced how often consumers used the term as well.   
 There was no mention by consumers as to whether cool products equated to being 
American. The brand promotes its products as being an American symbol, identifying 
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itself as being an original, favorite brand among consumers. The branding of products as 
being American could be mistaken as a label for their production. Many of the Gap 
products are “Made in America,” however, this does not equate back to the personality 
traits of being an American fashion symbol. The brand needs to distinguish the qualities 
that make it an American icon, so consumers better understand what it means to label a 
brand as having an “American” personality.  
Feature 4: Brand reputation. Even the best-constructed brand identity can be 
compromised by challenges to its reputation. A reputation is formed over time and is a 
perception of the brand by consumers. Brand personality accounted for a few keyword 
mentions, as shown by thematic counts (see Table 14). 
Table 14 
Summary of Thematic Counts within Brand Reputation Feature 
Theme Theme N Theme % Total % 
Perceptions of Brand over Time 35 79.5% 3.77% 
Drivers of Change 9 20.5% 0.97% 
Total 44 100% 4.74% 
 
Note. Total % represents the percentage of keywords within the themes of brand reputation as a whole 
of all keywords noted. 
 
The first theme in assessing reputation is to understand the perceptions of a brand 
over time. Brands grow with time and consumers play a key role in that growth.  
Research suggests that consumers actively will engage in reading one-star reviews, but 
rarely five-star reviews (Chevalier, 2006). Therefore, the company must be aware of all 
perceptions about its reputation and take action to correct any negative situations. If 
negative reviews persist with time, the overall reputation of a brand can be harmed. As 
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reputations take time to build, any persistent negative communication undoubtedly will 
require more time to right the actions.  
 Another important aspect of reputation is that of change. Reputations should adapt 
to the needs to consumers, for it is those buying the products that review them as well. 
Customers are quick to grow content with similar goods and campaigns, thus retailers 
must become innovative if they wish to retain a customer base (Holt, 2004). As consumer 
demands grow, there is a need for the retailer to meet any new needs or their reputation 
can suffer greatly. When the Gap released a statement discussing how it would postpone 
the use of angora fur, consumers initially questioned the intent. However, within a matter 
of days, the images of fur harvesting and negative comments had greatly diminished. 
From December 19 to the 25, seven days after the initial apology posting by Gap, there 
were only 53 postings made regarding fur harvesting. Prior to the apology, there were 
over 100 comments or images a day on certain Gap posts regarding customer disapproval 
of fur harvesting practices. From December 25 to the 31, the number diminished to 4 
posts. Customers responded to the Gap’s apology with approval and its reputation was 
able to begin repair quickly due to the exposure on Facebook. This research suggests that 
consumers enjoy brands that are willing to change when necessary. 
Model Implications 
 This study has shown that social network sites allow for a variety of relationships 
to be formed in multiple contexts. Overall, the features presented by de Chernatony’s 
(1999) model of branded identity suggest that retailers must create cohesion within each 
feature in order for them to function cohesively. These dual interactions allow for the 
brand vision to impact positioning, or personality traits to intertwine with reputation. It is 
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the connection between all of these features and the formation of undetermined 
relationships that create a need for a revised model of branded identity. 
The Gap clearly defines its vision and culture within “statements” online; 
however, these are simply words and do not show that the company is acting upon these 
words. On social network sites, members are able to voice concerns openly and often will 
question a brand’s vision first, as it is the retailers’ commitment to the future. In de 
Chernatony’s (1999) model, a vision should be envisioning the brand at least five years in 
the future. Since social network sites are platforms of current communication members 
expect to communicate with others and form relationships in the present. They often do 
not focus on projected connections five years in the future.  
Similar to establishing a vision, de Chernatony (1999) suggests that to create a 
culture, the retailer must differentiate between core and peripheral values, which should 
be audited by stakeholders of the brand. On social network sites, undetermined 
relationships allow for audits of values to occur even beyond what the retailer desires. If 
the retailer wishes to maintain a relationship with the consumer on these sites, yet still 
remain in control of its own culture, it must be willing to compromise. Undetermined 
relationships are such that members are unaware to whom they are talking and must 
assess matters of values from within themselves before taking advice from others.  
When positioning a brand, de Chernatony (1999) suggests that a retailer first must 
possess a set of distinct characteristics that distinguish it from competitors. These 
characteristics then are portrayed through products and services. Important to this feature, 
though, is that de Chernatony (1999) and Kapferer (2008) both suggest it is wrong to 
assume all parties will understand positioning in the same ways. When dealing with 
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social network site relationships, the retailer must understand that this feature may better 
serve as market research. The unstable, undetermined nature of these relationships helps 
to give a peripheral view of positioning information. These members may not be 
emotionally attached to the brand and therefore can provide a new level of insight into 
marketing practices.  
If a brand chooses the appropriate personality traits, it can identify with the 
consumer. As de Chernatony (1999) proposes, a personality can help consumers to 
reduce the search for a brand’s values. Instead, the consumer humanizes the brand and 
associates various traits with its functions. On social network sites, undetermined 
relationships allow for the ultimate in personality measures. Members can assess traits in 
different and unique ways, which the retailer should take advantage of. For instance, one 
member might view a brand labeling itself “iconic” as a positive feature. In this 
consumer’s mind, the brand is tried and true. Another consumer might label the term as 
being pretentious and off-putting. This unrestricted communication between parties 
allows for personalities to be measured in many different contexts, which ultimately can 
be pulled together to create a more “human-like” brand. 
If a brand’s reputation is negatively affected, it could undermine an entire brand 
identity. The consumer and internal stakeholders ultimately craft its reputation. On social 
network sites members are much more likely to voice their concerns, as they do not have 
to disclose any personal information to the retailer. A review can be anonymous, in the 
sense that any party who has access to the group may post about the brand. However, 
social network sites provide a unique experience for a retailer. The company is able to see 
when reviews are written and can respond to those statements. An open conversation 
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between members reassures them that the retailer understands the consumer’s needs, and 
will modify its practices to meet those. 
Presentation of New Model 
 The original implications of de Chernatony’s (1999) model suggest multi-
directional functioning between features of brand identity. While this flow of information 
still holds true on social network sites, the introduction of undetermined relationships on 
these sites has led to a need for a new model of identity formation. The results of this 
research suggest a new version of de Cherantony’s (1999) model, with the introduction of 
undetermined relationships (see Figure 10). These relationships will be referred to in the 
model as stakeholder-to-stakeholder relationships, as this leaves open the undetermined 
nature of communication on social network sites. A stakeholder can be defined in 
multiple contexts, both within and independent from the brand itself. 
The amended version of de Chernatony’s (1999) model suggests that 
undetermined relationships impact the multi-directional functioning of brand identity 
features. If the retailer is to maintain these relationships, it must gain control within each 
of the features associated with them. Social network sites require a two-way discussion. 
The retailer no longer can assume control over all communication; it must listen to 
consumers as they voice their opinions on these sites. The consumer can deliver a 
message just as easily as the retailer can, and may produce a more effective result by 
communicating directly with the retailer. Undetermined social network site relationships 
allow the consumer control over disclosure, and ultimately a certain level of impact over 
each feature of the brand’s identity. 




Figure 10. Amended version of de Chernatony’s (1999) model to include undetermined 
stakeholder-to-stakeholder relationships   
Suggestions for Gap Inc. 
 If the Gap is to succeed in maintaining these relationships, they must assess 
successes and failures within each feature. The company shows the greatest success on 
social network sites in positioning. Over 68% of the total keyword mentions came from 
this feature alone. This suggests that the Gap has been successful in differentiating its 
products and services within the context of the keywords set forth by the company. In the 
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future, Gap should continue to follow similar positioning techniques on social network 
sites. By providing strong position points within images, such as showcasing items in a 
full outfit display, members are able to discuss the items and services associated with 
them. Additionally, Gap should continue to create campaigns that allow consumers the 
chance to communicate their ideals. A “safe” campaign is not always the most efficient 
on social network sites; consumers want to be involved and voice their opinions.  
 In terms of vision and culture, personality, and reputation, Gap could work to 
improve each of these features. Brand vision and culture accounted for 17.67% of total 
keyword mentions. In addition to the lower keyword count, word mentions were not 
always in the context Gap intended. The company needs to state its values, but be aware 
of how spontaneous communication can be on social network sites. It is important that 
values can be amended to meet the needs of the consumer. For instance, if members 
beginning talking about animal rights, the company may need to amend its own 
communication to meet those needs. When the Gap issued its statement about banning 
angora fur sales on December 18, 2013, almost immediately after the statement was live 
postings about fur began declining. The company was meeting the values associated with 
this campaign, and undetermined relationships were mended by simple actions. 
  The brand personality is one feature in which the Gap could improve. Only 
9.48% of total keywords came from this feature, which the company promotes as being 
integral to its history. The brand is very proud of its roots and promotes the ideas across 
several platforms. However, undetermined relationships on social network sites can skew 
the nature of personality traits quickly. For instance, consumers could grow bored with 
Gap promoting their jeans and label the brand as being “boring,” in direct contrast to the 
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company suggesting they are inventive. The company should promote their core traits 
and extend that definition to the consumer. If members are aware of the traits with which 
Gap identifies, that will personalize the brand and help communication to flow better on 
these sites.  
 A brand’s reputation is one key to success; however, during the course of this 
study only 4.74% of the keyword mentions came from this feature. As Gap is built on the 
foundation of being an “original” brand, it is key that their reputation remains intact. 
Attacks on the company’s integrity and ethical practices easily can undermine these 
ideals. The connectivity seen on social network sites suggests that members can influence 
a brand’s reputation faster than ever before. One well-timed post can elicit hundreds of 
responses, as in the case of the angora fur campaign. Social network sites offer a rare 
view of reputation to the retailer: it is able to see the communication happening. A 
company should work to form bonds with its consumers and address reputation claims 
directly. In directly addressing the nature of undetermined relationships, Gap is able to 
see knowledge about the brand. It is this communication that ultimately can help to 
strengthen the company as a whole.  
Limitations and Recommendations for Future Study 
 A number of the results showed that keywords promoted by the Gap corporate 
literature may be misconstrued by members on social network sites. This could be due to 
a lack of knowledge by the member towards company literature. If Gap does not promote 
these ideals on their social network sites, the consumer may be unaware of these words 
relating back to the company’s identity. Future research could examine the context of 
these keywords. In-depth focus groups with members of the Gap corporate Facebook 
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group could provide insight into what is meant by the mention of each keyword. As the 
researcher was interpreting the corporate literature for deducing keywords, the 
incorporation of additional researchers could have provided a second basis for keyword 
selection. Similarly, the researcher used interpretation from the data to determine what 
context keywords were used in.    
 The current study focused on one specific social network site, even though there 
are many other major platforms for social communication online. Future research could 
benefit from analyzing different social network sites of the same company for 
comparison. While Facebook may focus on relationship formation, another site might be 
better suited for information gathering. An analysis of various sites across the same 
retailer would provide insight into how differing sites offer new opportunities to both the 
retailer and member.  
 This study also focused on looking at just the corporate Gap Facebook group. 
This analysis provides a baseline for how branded identity functions on one social 
network site at the corporate level but not the local level. Future research could analyze 
local Facebook groups and pages to assess whether or not brand identity of smaller chain 
stores is similar to that of a large corporation. If the two identities are in direct opposition 
of each other, it could lead to confusion in the mind of the consumer.  
 This research also focused on one specific mass retailer, Gap Inc. Due to the 
nature and time constraints of data collection, a cross retailer analysis was not possible 
for this study. In the future, research should focus on testing the new model on other 
forms of business. According to de Cherantony (1999) and Kapferer (2008), branded 
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identity functions similarly across multiple types of business operations. Forming an 
identity should follow the same types of constructs regardless of the business at hand.  
 Future research also should focus on how small, local businesses utilize social 
network sites in forming a brand identity. Smaller businesses often require different 
levels of communication and relationship formation among their consumers, as compared 
to large retailers. Social network sites may provide new opportunities to the small 
business to connect with their consumers. If local businesses are to survive against mass 
retailers, they need to form a deep bond with their consumers, which can be fostered via 
relationships on social network sites. The openness of social network sites often meets 
well with small businesses, as the retailer is able to create a channel of communication 
with the consumer often unseen in large corporations. Future research should address 
these concerns, as well as test the amended model to better understand how small 
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APPENDIX A: THEMATIC FREQUENCY COUNT TABLES 
 
Table 15 
Summary of Keyword Counts within Brand Vision and Culture –  
Decisions Impacting Consumers/Communities 
 
Keyword Keyword N Theme % Total % 
Support 49 58.33% 5.28% 
Supports 18 21.43% 1.94% 
Community 12 14.3% 1.29% 
Conscious 3 3.6% 0.32% 
Impact 1 1.2% 0.11% 
Communities 1 1.2% 0.11% 
Total 84 100% 9.05% 
 
Note. Total % represents the percentage of keywords within this theme of brand vision and culture as a 
whole of all keywords noted. 
     
 
Table 16 
Summary of Keyword Counts within Brand Vision and Culture –  
Integrity as a Hallmark of Business 
 
Keyword Keyword N Theme % Total % 
Right Thing 31 73.8% 3.34% 
Trust 9 21.4% 0.97% 
Right from Wrong 1 2.4% 0.11% 
Integrity 1 2.4% 0.11% 
Total 42 100% 4.53% 
 
Note. Total % represents the percentage of keywords within this theme of brand vision and culture as a 
whole of all keywords noted. 
 




Summary of Keyword Counts within Brand Vision and Culture –  
Social and Environmental Responsibility 
 
Keyword Keyword N Theme % Total % 
Workers 19 50.0% 2.05% 
Social Responsibility 5 13.2% 0.54% 
Environment 4 10.5% 0.43% 
Energy 4 10.5% 0.43% 
Waste 2 5.4% 0.22% 
Labor Standards 1 2.6% 0.11% 
Laws 1 2.6% 0.11% 
P.A.C.E. 1 2.6% 0.11% 
Workers Rights 1 2.6% 0.11% 
Total 38 100% 4.11% 
 
Note. Total % represents the percentage of keywords within this theme of brand vision and culture as a 
























Summary of Keyword Counts within Brand Positioning –  
Capabilities of Products 
 
Keyword Keyword N Theme % Total % 
Jeans 40 19.4% 4.31% 
Sweaters 40 19.4% 4.31% 
Shoes 23 11.2% 2.48% 
Jackets 19 9.2% 2.05% 
Pants 18 8.7% 1.94% 
Shirts 11 5.3% 1.19% 
Shorts 8 3.8% 0.86% 
Fleece 6 2.9% 0.65% 
Outerwear 6 2.9% 0.65% 
Accessories 5 2.4% 0.54% 
Dresses 4 1.9% 0.43% 
Sleep 4 1.9% 0.43% 
Sweatshirts 3 1.5% 0.32% 
Tights 3 1.5% 0.32% 
Skirts 2 1.0% 0.22% 
Socks 2 1.0% 0.22% 
Tops 2 1.0% 0.22% 
Underwear 2 1.0% 0.22% 
Active 1 0.5% 0.11% 
Activewear 1 0.5% 0.11% 
Blazers 1 0.5% 0.11% 
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Table 18 (cont.) 
Summary of Keyword Counts within Brand Positioning –  
Capabilities of Products 
 
Keyword Keyword N Theme % Total % 
Gowns 1 0.5% 0.11% 
Hoodies 1 0.5% 0.11% 
Leggings 1 0.5% 0.11% 
Logo 1 0.5% 0.11% 
Loungewear 1 0.5% 0.11% 
Total 206 100% 22.24% 
 
Note. Total % represents the percentage of keywords within this theme of brand positioning as a whole 

































Summary of Keyword Counts within Brand Positioning –  
Product Specific Reviews 
 
Keyword Keyword N Theme % Total % 
Care 42 56.0% 4.53% 
Quality 14 18.7% 1.51% 
Waist 6 8.0% 0.65% 
Fit 5 6.7% 0.54% 
Sleeves 3 4.0% 0.32% 
Chest 2 2.7% 0.22% 
Rise 1 1.3% 0.11% 
Sizing 1 1.3% 0.11% 
Tall 1 1.3% 0.11% 
Total 75 100% 8.10% 
 
Note. Total % represents the percentage of keywords within this theme of brand positioning as a whole 























Summary of Keyword Counts within Brand Positioning –  
Non-Product Positioning Information 
 
Keyword Keyword N Theme % Total % 
Sale 66 23.6% 7.11% 
Campaign 41 14.6% 4.42% 
Online 39 13.9% 4.20% 
Sales 22 7.9% 2.37% 
In Stores 18 6.4% 1.94% 
Social 17 6.1% 1.83% 
Bloggers 14 5.0% 1.51% 
Styld.by 13 4.6% 1.40% 
Blogger 8 2.9% 0.86% 
Promo 7 2.5% 0.75% 
Direct 5 1.8% 0.54% 
Discount 5 1.8% 0.54% 
Coupon 4 1.4% 0.43% 
Discounts 3 1.0% 0.32% 
Print 3 1.0% 0.32% 
Advertisement 2 0.7% 0.22% 
Advertising 2 0.7% 0.22% 
Magazines 2 0.7% 0.22% 
Merchandising 2 0.7% 0.22% 
Mobile 2 0.7% 0.22% 
Coupons 1 0.4% 0.11% 




Table 20 (cont.) 
Summary of Keyword Counts within Brand Positioning –  
Non-Product Positioning Information 
 
Keyword Keyword N Theme % Total % 
Display 1 0.4% 0.11% 
Magazine 1 0.4% 0.11% 
Outdoor 1 0.4% 0.11% 
TV 1 0.4% 0.11% 
Total 280 100% 30.19% 
 
Note. Total % represents the percentage of keywords within this theme of brand positioning as a whole 































Summary of Keyword Counts within Brand Positioning –  
Review of Non-Product Positioning Information 
 
Keyword Keyword N Theme % Total % 
Customer Relations 40 56.3% 4.31% 
Experience 8 11.2% 0.86% 
Experiences 7 9.9% 0.75% 
Feedback 6 8.5% 0.65% 
Response 6 8.5% 0.65% 
Responses 2 2.8% 0.22% 
Experienced 1 1.4% 0.11% 
Responded 1 1.4% 0.11% 
Total 71 100% 7.66% 
 
Note. Total % represents the percentage of keywords within this theme of brand positioning as a whole 

























Summary of Keyword Counts within Brand Personality –  
Gap Inc. as Iconic 
 
Keyword Keyword N Theme % Total % 
Compassion 12 44.5% 1.29% 
History 6 22.2% 0.65% 
Icon 3 11.1% 0.32% 
Ethics 2 7.4% 0.22% 
Iconic 2 7.4% 0.22% 
Freedom 1 3.7% 0.11% 
Thoughtful 1 3.7% 0.11% 
Total 27 100% 2.92% 
 
Note. Total % represents the percentage of keywords within this theme of brand personality as a whole 




Summary of Keyword Counts within Brand Personality –  
Gap Inc. as Inventive 
 
Keyword Keyword N Theme % Total % 
Unique 6 50.0% 0.65% 
Individual 3 25.0% 0.32% 
Modern 3 25.0% 0.32% 
Total 12 100% 1.29% 
 
Note. Total % represents the percentage of keywords within this theme of brand personality as a whole 








Summary of Keyword Counts within Brand Personality –  
Gap Inc. as American 
 
Keyword Keyword N Theme % Total % 
Cool 35 71.4% 3.77% 
American 7 14.3% 0.75% 
Original 3 6.1% 0.32% 
Accessible 2 4.1% 0.22% 
Casual 2 4.1% 0.22% 
Total 49 100% 5.28% 
 
Note. Total % represents the percentage of keywords within this theme of brand personality as a whole 




Summary of Keyword Counts within Brand Reputation –  
Perceptions of Brand over Time  
 
Keyword Keyword N Theme % Total % 
Favorite 30 85.7% 3.23% 
Favorites 2 5.7% 0.22% 
Passion 2 5.7% 0.22% 
Loyalty 1 2.9% 0.11% 
Total 35 100% 3.78% 
 
Note. Total % represents the percentage of keywords within this theme of brand reputation as a whole 











Summary of Keyword Counts within Brand Reputation –  
Drivers of Change 
 
Keyword Keyword N Theme % Total % 
Growing 4 44.44% 0.43% 
Global 3 33.33% 0.32% 
Doing What's Right 1 11.11% 0.11% 
Growth 1 11.11% 0.11% 
Total 35 100% 3.78% 
 
Note. Total % represents the percentage of keywords within this theme of brand reputation as a whole 
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Raw Data Obtained from Content Analysis of Corporate Gap Facebook Group (October – December 2013) 
 




































Communities 164 84 1 0.61% 1.19% 0.11% 
Brand Vision 
and Culture 
Integrity as a Hallmark of 
Business 
Right Thing 164 42 31 18.90% 73.81% 3.34% 
Brand Vision 
and Culture 
Integrity as a Hallmark of 
Business 
Trust 164 42 9 5.49% 21.43% 0.97% 
Brand Vision 
and Culture 




164 42 1 0.61% 2.38% 0.11% 
Brand Vision 
and Culture 
Integrity as a Hallmark of 
Business 
Integrity 164 42 1 0.61% 2.38% 0.11% 
Brand Vision 
and Culture 
Social and Environmental 
Responsibility 
Workers 164 38 19 11.59% 50.00% 2.05% 
Brand Vision 
and Culture 




164 38 5 3.05% 13.16% 0.54% 
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Table 26 (cont.) 
 
Raw Data Obtained from Content Analysis of Corporate Gap Facebook Group (October – December 2013) 
 
 


































































164 38 1 0.61% 2.63% 0.11% 
Brand Vision 
and Culture 
Social and Environmental 
Responsibility 
Laws 164 38 1 0.61% 2.63% 0.11% 
Brand Vision 
and Culture 
Social and Environmental 
Responsibility 
P.A.C.E. 164 38 1 0.61% 2.63% 0.11% 
Brand Vision 
and Culture 




164 38 1 0.61% 2.63% 0.11% 
Brand 
Positioning 
Capabilities of Products Jeans 632 206 40 6.33% 19.42% 4.31% 
Brand 
Positioning 
Capabilities of Products Sweaters 632 206 40 6.33% 19.42% 4.31% 
Brand 
Positioning 
Capabilities of Products Shoes 632 206 23 3.64% 11.17% 2.48% 
Brand 
Positioning 
Capabilities of Products Jackets 632 206 19 3.01% 9.22% 2.05% 
Brand 
Positioning 
Capabilities of Products Pants 632 206 18 2.85% 8.74% 1.94% 
Brand 
Positioning 
Capabilities of Products Shirts 632 206 11 1.74% 5.34% 1.19% 
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Table 26 (cont.) 
 
Raw Data Obtained from Content Analysis of Corporate Gap Facebook Group (October – December 2013) 
 









Capabilities of Products Shorts 632 206 8 1.27% 3.88% 0.86% 
Brand 
Positioning 
Capabilities of Products Fleece 632 206 6 0.95% 2.91% 0.65% 
Brand 
Positioning 
Capabilities of Products Outerwear 632 206 6 0.95% 2.91% 0.65% 
Brand 
Positioning 
Capabilities of Products Accessories 632 206 5 0.79% 2.43% 0.54% 
Brand 
Positioning 






















Capabilities of Products Sweatshirts 632 206 3 0.47% 1.46% 0.32% 
Brand 
Positioning 
Capabilities of Products Tights 632 206 3 0.47% 1.46% 0.32% 
Brand 
Positioning 
Capabilities of Products Skirts 632 206 2 0.32% 0.97% 0.22% 
Brand 
Positioning 
Capabilities of Products Socks 632 206 2 0.32% 0.97% 0.22% 
Brand 
Positioning 
Capabilities of Products Tops 632 206 2 0.32% 0.97% 0.22% 
Brand 
Positioning 
Capabilities of Products Underwear 632 206 2 0.32% 0.97% 0.22% 
Brand 
Positioning 
Capabilities of Products Active 632 206 1 0.16% 0.49% 0.11% 
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Table 26 (cont.) 
 
Raw Data Obtained from Content Analysis of Corporate Gap Facebook Group (October – December 2013) 
 









Capabilities of Products Activewear 632 206 1 0.16% 0.49% 0.11% 
Brand 
Positioning 
Capabilities of Products Blazers 632 206 1 0.16% 0.49% 0.11% 
Brand 
Positioning 
Capabilities of Products Gowns 632 206 1 0.16% 0.49% 0.11% 
Brand 
Positioning 
Capabilities of Products Hoodies 632 206 1 0.16% 0.49% 0.11% 
Brand 
Positioning 
Capabilities of Products Leggings 632 206 1 0.16% 0.49% 0.11% 
Brand 
Positioning 















Capabilities of Products Loungewear 632 206 1 0.16% 0.49% 0.11% 
Brand 
Positioning 
Product Specific Reviews Care 632 75 42 6.65% 56.00% 4.53% 
Brand 
Positioning 
Product Specific Reviews Quality 632 75 14 2.22% 18.67% 1.51% 
Brand 
Positioning 
Product Specific Reviews Waist 632 75 6 0.95% 8.00% 0.65% 
Brand 
Positioning 
Product Specific Reviews Fit 632 75 5 0.79% 6.67% 0.54% 
Brand 
Positioning 
Product Specific Reviews Sleeves 632 75 3 0.47% 4.00% 0.32% 
Brand 
Positioning 
Product Specific Reviews Chest 632 75 2 0.32% 2.67% 0.22% 
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Table 26 (cont.) 
 
Raw Data Obtained from Content Analysis of Corporate Gap Facebook Group (October – December 2013) 
 









Product Specific Reviews Rise 632 75 1 0.16% 1.33% 0.11% 
Brand 
Positioning 
Product Specific Reviews Sizing 632 75 1 0.16% 1.33% 0.11% 
Brand 
Positioning 












































































Promo 632 280 7 1.11% 2.50% 0.75% 
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Table 26 (cont.) 
 
Raw Data Obtained from Content Analysis of Corporate Gap Facebook Group (October – December 2013) 
 

































































































Magazine 632 280 1 0.16% 0.36% 0.11% 
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Table 26 (cont.) 
 
Raw Data Obtained from Content Analysis of Corporate Gap Facebook Group (October – December 2013) 
 
















TV 632 280 1 0.16% 0.36% 0.11% 
Brand 
Positioning 




632 71 40 6.33% 56.34% 4.31% 
Brand 
Positioning 
Review of Non-Product 
Positioning Information 
Experience 632 71 8 1.27% 11.27% 0.86% 
Brand 
Positioning 
Review of Non-Product 
Positioning Information 
Experiences 632 71 7 1.11% 9.86% 0.75% 
Brand 
Positioning 
Review of Non-Product 
Positioning Information 
Feedback 632 71 6 0.95% 8.45% 0.65% 
Brand 
Positioning 
Review of Non-Product 
Positioning Information 
Response 632 71 6 0.95% 8.45% 0.65% 
Brand 
Positioning 
Review of Non-Product 
Positioning Information 
Responses 632 71 2 0.32% 2.82% 0.22% 
Brand 
Positioning 
Review of Non-Product 
Positioning Information 
Experienced 632 71 1 0.16% 1.41% 0.11% 
Brand 
Positioning 
Review of Non-Product 
Positioning Information 
Responded 632 71 1 0.16% 1.41% 0.11% 
Brand 
Personality 





















Gap Inc. as Iconic Icon 88 27 3 3.41% 11.11% 0.32% 
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Table 26 (cont.) 
 
Raw Data Obtained from Content Analysis of Corporate Gap Facebook Group (October – December 2013) 
 









Gap Inc. as Iconic Iconic 88 27 2 2.27% 7.41% 0.22% 
Brand 
Personality 
Gap Inc. as Iconic Freedom 88 27 1 1.14% 3.70% 0.11% 
Brand 
Personality 
Gap Inc. as Iconic Thoughtful 88 27 1 1.14% 3.70% 0.11% 
Brand 
Personality 
Gap Inc. as Inventive Unique 88 12 6 6.82% 50.00% 0.65% 
Brand 
Personality 
Gap Inc. as Inventive Individual 88 12 3 3.41% 25.00% 0.32% 
Brand 
Personality 
Gap Inc. as Inventive Modern 88 12 3 3.41% 25.00% 0.32% 
Brand 
Personality 
Gap Inc. as American Cool 88 49 35 39.77% 71.43% 3.77% 
Brand 
Personality 
Gap Inc. as American American 88 49 7 7.95% 14.29% 0.75% 
Brand 
Personality 
Gap Inc. as American Original 88 49 3 3.41% 6.12% 0.32% 
Brand 
Personality 
Gap Inc. as American Accessible 88 49 2 2.27% 4.08% 0.22% 
Brand 
Personality 
Gap Inc. as American Casual 88 49 2 2.27% 4.08% 0.22% 
Brand 
Reputation 
Perceptions of Brand Over 
Time 
Favorite 44 35 30 68.18% 85.71% 3.23% 
Brand 
Reputation 
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Table 26 (cont.) 
 
Raw Data Obtained from Content Analysis of Corporate Gap Facebook Group (October – December 2013) 
 









Perceptions of Brand Over 
Time 
Loyalty 44 35 1 2.27% 2.86% 0.11% 
Brand 
Reputation 
Drivers of Change Growing 44 9 4 9.09% 44.44% 0.43% 
Brand 
Reputation 
Drivers of Change Global 44 9 3 6.82% 33.33% 0.32% 
Brand 
Reputation 
Drivers of Change 
Doing What's 
Right 
44 9 1 2.27% 11.11% 0.11% 
Brand  
Reputation 
Drivers of Change Growth 44 9 1 2.27% 11.11% 0.11% 
Total   928 928 928 400% 1200% 100% 
 
Note. The values for Feature % and Theme % have been magnified based on the presence of four features and 12 themes. Therefore, there is a 
total of 400% for Feature % and 1200% for Theme %. 
 
